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VEGETABLE 
FRESHNERS 


RETAIL SPECIAL AT 
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POPULAR <> 
SIZES — 37am" ~ 


SNOWWHITE 


AT HALF PRICE _ New PASTEL GREEN 


OLD IVORY 





Now! Federal offers you the 3 most used sizes “Vegetable Freshner” 
in the 3 most popular color tints, all selling at about half the price 
of other similar size and quality refrigerator pans. 


15 IMPORTANT ADVANTAGES 


. For ice or electric réfrigerator 9. Prevents waste—saves money 
. Maintains garden freshness 10. Durable—sanitary—beautiful 
. Freshens wilted vegetables 11. Strong yet light weight— 
Easy to handle” BEFORE 


. Easy to clean as china 
. Keeps sandwiches moist and 
fresh for later use s 
S tases 13. Flat cover allowing for 
. Self-ventilating cover storage and stacking 
- Porcelain enamel on Armco 14. Assures better salads 


12. Space saver—compact, 
orderly storage 
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WORKS LIKE MAGIC 







Iron 15. Prevents vegetable odors A wilted limber stock of 
8. Meats and fruits keep their from contaminating other celery can be placed in 
original color and flavor foods 






the “Vegetable Freshner” 








Cash in on the big demand created by the refrigerator at night and as if by magic 
manufacturers who are advertising and showing a similar when you raise the lid in 
utensil in their newest and latest models. Every woman the morning, the celery is 
wants a “Vegetable Freshner"—yes, 2 or 3 in assorted sizes restored fo its originol 






— but heretofore the price has been prohibitive 
Now Federal's price puts the Federal “Vegetable Freshner” 
within the reach of all. 





garden freshness. It works 
the same magical way on 
all other vegetables in 


ORDER FROM YOUR JOBBER any refrigerator—ice or 


If he is unable to supply you, write us direct. electric. 









Made by the “World's Largest Manufacturer of Enamel Kitchenware” 


FEDERAL ENAMELING & STAMPING CO., PITTSBURGH, PA. 
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TRUE TEMPER 
PREOUTS 


ABOUT the STAND 


I: is made with strong ash legs, steel shelves, 
strongly braced and finished in bright orange 
lacquer. Name plate in green with white 


lettering. Shelves will accommodate a gener- 
ous supply of advertising literature. 

It is 36 inches high—takes 15 x 30 inch 
space on floor. Arranged to hold four long 
handle and five D handle shovels. Stand com- 
plete, packed in carton. Proper assembling 
instructions and a supply of literature are 
included in each shipment. 


THE AMERICAN FORK & HOE COMPANY... Shovel Division... 
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, a business builder that will dress up your display RUE TEMPER 


of shovels, keeping them before your customers in : 
: _o y Shovel Construction 


a neat, attractive and appealing manner. The stand is 
made for indoor and outdoor use. EXTRA WIDE 













oy OFF 
NON-SPLITTING / VY Wg CENTER 
It accommodates nine shovels. Each one easily removed eo — 


7 SKELTON 
/ if ye PATENT 


so your customers can see and feel and carefully ex- VY 
‘ Y ” sPuT “>” 
amine the type that interests them. ki 
M reinrorcen 
BY RIVET 


Get this stand and place it up front in your store or place 
it outside—use it in window displays. You’ll find that 


your shovel business will show an immediate increase. 


HOW YOU GET IT 


It must be ordered through your jobber. You 
order ¢wo dozen shovels. The shovels and stand 
will be shipped direct from our factory to you. 
Freight terms F.O.B. Dunkirk, N. Y. 









HANDLE 


Fill out the coupon and mail today. 





FULL 


FOX and BANTAM ~ x. 








Cleveland, Ohio... Factory: Dunkirk, N.Y. 4 
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Because— 


1. Duluth Equipment pays for itself 
quickly. 

Duluth Equipment sells more mer- 
chandise. 

Duluth Equipment is lower in price 
today than it has been for 20 years. 
Duluth Equipment speeds up serv- 
ice and cuts sales costs. 

Duluth complete merchandising 
service makes taking chances un- 
necessary. 


a - Ff oF 


It doesn’t cost you a dollar to find out what 
Duluth Equipment and Duluth Merchandis- 
ing Service can do for you. It may be just 
what you need to make your business more 
profitable. 





The new low price on the full size 
“Duluth” Nail Counter with super 
linoleum top is lower than it has ever 
been. 

Think of it! 27 sizes of nails in an 


8 foot counter. Over a 
keg of each, . . . 


$120 


F.o.b. Factory 






Buy Duluth Equipment- 





NOW! 


Values in any line today are, or at least 
should be greater than they have been 
for many years. 


Your dollar invested in Duluth Equip- 
ment today buys more. Yet there never 
was a time when the average merchant 
could use aggressive merchandising 
methods to better advantage. This is 
a time when the leader stands out; a 
time when big businesses are started. 
Will you accept this advantage or just 
waitP 

It is a time to act—now. 





This store showed a nice increase in sales and 
profits after it was rearranged and equipped by 


Duluth. 


ACT NOW-—Send for This Book 


Our new book, “Turning Merchandise Into Profits,” offers many valuable sug- 
gestions for meefing present retail store problems. Ask for it and tell us a little 
about your present plans. We may be of real help to you. 


Tear off the signature portion of this page now and pin it to your letterhead. 


DULUTH SHOW CASE CO., DULUTH, MINN. 
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Back of Iver Johnson Shotguns are sixty years of constant growth, steady progress and unfail- 
ing service to the sportsmen of America. A product to remain constantly before the public 
for sixty years has to be all that is claimed for it. 


Iver Johnson Shotguns are famous for their outstanding value; they have met the shooting 
and price requirements of a vast army of sportsmen who must have an accurate, dependable 
and well made gun at moderate cost. 





















On all Single and Double Guns, barrels and lugs are forged in one piece; 
this assures the same high-grade. special barrel steel at vital wearing points, 
viz., the hinge pin and bolt bearings. Locks of few, rugged, unbreakable 
forged units, scientifically heat treated to prevent wear and to ensure long 
life and satisfactory service. 


CHAMPION SINGLE BARREL, Plain and Automatic Ejector 
MATTED TOP RIB SINGLE BARREL, Automatic Ejector 
SPECIAL TRAP SINGLE BARREL, Ventilated Top Rib, Finely Matted, 
Automatic Ejector 
HAMMERLESS DOUBLE BARREL, Plain and Automatic Ejector 
SUPERTRAP DOUBLE BARREL, Ventilated Rib, Selective Automatic Ejector 


The line includes a wide range of gauges and barrel lengths and both full 
and modified chokes. Special Trap and Supertrap made in 12 gauge 
32 inch full choke only. 

Genuine Walnut Stocks on All. 

Special Fancy on Special Trap and Supertrap Guns. 

Iver Johnson dealers should display a complete line to meet the demand. 
If you are not an Iver Johnson dealer, you are “passing up” a lot of good 
business—write immediately for our liberal dealer proposition A and plan 

to feature a live, up-to-date, fast selling line. 


Our extensive national advertising will help you to build up 
a bigger and more profitable fire arms business. 


Proposition B covers in detail our full Bicycle line including 
Velocipedes and Juniorcycles (Sidewalk Cycles). They have 
NO equal. 


IVER JOHNSON’S ARMS & CYCLE WORKS 
FACTORY and EXECUTIVE OFFICES 


FITCHBURG, MASS. 
New York Chicago 
151 Chambers Street 108 W. Lake Street 


San Francisco 


717 Market Street 


FHA Ano 
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FAST SELLING 





STANLEY SCREW DRIVERS 
in Colorful, Sparkfing Display Stands 


[DESIGNED in keeping with the 

modern trend in displaying mer- 
chandise, these new Stanley Screw 
Driver Displays command attention. 
Each assortment of screw drivers 





STANLEY “Hurwoop”’ 
Screw Driver 
ASSORTMENT 


No. 20A 


Stanley “Hurwood” Screw Driv- 
ers No. 20 have been the standby 
of craftsmen for over 25 years. 


This new all steel display stand 
(finished in bright orange) will 
speed up the sales of these first 
quality screw drivers. 

Assortment No. 20A_ includes 
twelve Stanley Screw Drivers No. 
20—four each—4”, 5” and 6” 
sizes. 





STANLEY “Grip-E-Grip” 
Screw DrivER ASSORTMENT 


No. 700 


Stanley “Grip-E-Grip” Screw Driv- 
ers never slip in the hands. A gritty 
non-slip substance on the wood han- 
dle gives twice the twisting power 
when the hand is dry and eight times 
as much when the hand is covered 
with grease. 

This new selling display stand is 
made of steel finished in bright blue. 
Assortment includes twelve Stanley 


“Grip-E-Grip” Screw Drivers—four 
each 4”, 5” and 6” sizes. 


includes only the fastest selling sizes. 

The metal display stand, the screw 
driver handles, the descriptive label— 
all are finished in bright, attractive col- 
ors—your customers can’t miss them. 


STANLEY 
ScrREW DRIVER 
ASSORTMENT 


No. 270A 


These new popularly priced screw 
drivers with their bright two color 
handles are offered with a cheer- 
ful red display stand. A fast seller 
to home owners. 


Assortment No. 270A includes 
twelve Stanley Screw Drivers No. 
270 —- four each, 4”, 5” and 6” 
sizes. 


Order these displays from your jobber. Put them to work on your counter, window—anywhere. 


THE STANLEY RULE & LEVEL PLANT 


New Britain, Conn. 


STANLEY TOOLS 








HARDWARE AGE 





Va 












LIONEL’ 


yew giant steam type 
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Sa ~=—Ss masterpiece 


Here is the supreme achievement of Lionel’s engineers—truly a 
superb piece of mechanism—beautifully and realistically finished. 
This is only one of many features this year. The entire line of 
Lionel trains and accessories will create sensational interest because 
of the extensive variety of new ideas which have been incorporated 
in the line. Brilliant new color combinations—strikingly new acces- 
sories— marvelous locomotives— brand new outfits— representing 
the greatest values in Lionel’s history. 





Lionel’s year-round advertising campaign, and extensive 
Christmas advertising program, will make sales for you 
every month in the year—stock liberally and be prepared 
for the biggest Christmas volume you ever enjoyed. 


THE LIONEL CORPORATION 
15-17-19 East 26th Street, New York City 


West Coast Branch Midwest Branch Canadian Branch 


M. Sweyd & Son, Representative Merchandise Mart H. F. Ritchie Co., Ltd. 
18 Mission Street Room 1428 Toronto and Branches 
San Francisco, Cal. Chicago, Il. 


NEW! The ‘‘Winner’’ Electric 
* train—complete with transformer 
to sell at $3.95. Others priced to 

$5.95. Place your order now. 


ELECTRIC’ TRAINS 





LI 
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HE new U. S. Bell Bottom Line is a 

forecast of the future trend, and 
has been especially designed to meet 
the coming vogue in enameled ware 
cooking utensils. 


These beautiful pieces are entirely new 
and offer many distinct advantages 
every housewife will appreciate. The 
outstanding feature is the larger heat- 
ing surface, which permits quicker 
cooking. 


U.S. Bell Bottom Enameled Ware 
comes in lvory, Trimmed in Green— 
the most popular of all colors for kitch- 
enware and a beautiful shade that 


U.S. BELL BOTTOM IVORY WARE 


an Ultra-Modern Line of Cooking Utensils 


blends with the color scheme of any 
kitchen. 


Triple Coated, full seamless, with gas 
welded trimmings, and embodying the 
same superiority in Durability, Cleanli- 
ness and Beauty, so characteristic of 
Enameled Ware, here is an ultra-mod- 
ern line that will add joy to kitchen-work. 


The six pieces shown above are, Rice 
Boiler, Lip Sauce Pans, Covered Sauce 
Pan, Covered Kettle, Seamless Tea 
Kettle and Seamless Percolator—each 
complimentary to the other, and all 
popular and necessary kitchen acces- 
sories. 


Write Today for detailed information on the 
new U. S. Bell Bottom Ivory Enameled Ware 


UNITED STATES STAMPING COMPANY 
Quality Enameled Ware 
MOUNDSVILLE, W. VA. 
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In keeping with the :nodern 
trend for narrow escutcheons 
we present our latest Russwin 
creations ... 

ANTONY 
NILE... 

JUNO .. 


Furnished in wrought brass, 
bronze or steel with metal or 
new type glass knobs. 


RUSSELL & ERWIN MFG. CO. 


THE AMERICAN HARDWARE CORPORATION SUCCESSORS 
NEW BRITAIN, CONN. 
NEW YORK CHICAGO LONDON 
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BOLTS NUTS 
RIVETS 


Precision products of precision machines 





kk ee ee ee 8 ee ee * 


—clean-cut and accurately threaded— 


PEERED HES 


joining wood and steel in a thousand 
shapes for every purpose. 


The OLIVER line of Bolts, Nuts 
and Rivets is complete—a type, 

size and shape for every require- 
ment—warehoused and ready 
to be shipped in any quantity 
you may require. 


OLIVER IRON AND 
STEEL CORPORATION 
PITTSBURGH 


Branch Offices in the principal cities 


Since 


1863 


OLIVER 


PITTSBURCH 
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Cut-away view of The Challenger, showing Pin 
Tumbler construction and double locking rotary bolt. 


SPECIFICATIONS OF THE CHALLENGER 
* PADLOCK No. 317 


Made in one size, 1,” 


Four Pin Tumbler Cylinder Construction. Thousands 
of key changes. 

Solid Brass Case, bolt and operating cam. 

Phosphor bronze springs. 

Case hardened shackle with heavy brass plate. 

Unusually attractive Brushed Brass Finish. 

2 nickel silver keys. 

Can be furnished keyed alike or master keyed. 

To retail for 75c¢ each (slightly higher west of the 
Rockies) . 


INDEPENDENT LOCK 


JULY 2, 1931 











ILCO’S CHALLENGE 








R WILL 


Your Profits »» 


The Challenger is a completely perfected pin tumbler cylinder 
padlock—up-to-date in specifications and price. It is easy to 
sell, highly profitable, and such an outstanding value that it 
firmly fixes your store in the purchaser’s mind. When he is 
interested in other items he will come to you, as a head- 


quarters for value. 


The Challenger is the ideal padlock for— 
School or gymnasium lockers, Deed boxes or private files 
Gasoline pumps Cash drawers 


Tool boxes Bath house lockers 


GENUINE PIN TUMBLER 









SOLID BRASS CASE 
MARDENED STEEL SHACKLE 





NEW YORK BALTIMORE DETROIT DENVER 

PHILADELPHIA ATLANTA CHICAGO LOS ANGELES 

PITTSBURGH CLEVELAND KANSAS CITY SAN FRANCISCO 
s 

COMPANY, Fitchburg, Mass. 
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RUST 
RESISTING 






A Splendid Wire Cloth For DOORS 


WICKWIRE PREMIER Steel Screen Cloth is a special, 
extra heavy Wire Cloth which we highly recommend for 
DOORS. It is made of 13 mesh, 32 gauge wire about 50% 
heavier than our standard grades. It is very durable. The 


Wire Is Drawn From Open Hearth Copper Bearing Steel 


which is far more rust-resisting than ordinary 
steel wire. All wire used in this and in ALL 
brands of our Steel Screen Cloth, is drawn 
by us one-quarter gauge OVERSIZE. Made 
extra strong to last extra long. 


We control every operation in the manufac- 
ture of our Wire Screen Cloth—from raw 
material to finished product. 


The finish is a heavy metallic coat of high- 
grade spelter or zinc, applied by our special 


Our Other Products Include 


Cortland Black Enameled 
White Metal Finish 
Cortland Gray-Wick 

Wickwire Bronze 
Wickwire Copper 
Screen Cloth 
Poultry Netting and Staples 





improved method which distributes the metal 
EVENLY over the surface of the wire and 
gives the screen cloth a fine appearance. 


Woven with a Blue String in both Selvage 
Edges and wrapped in heavy Blue Paper, it 
is easily distinguished from other grades. All 
widths in even inches from 18 to 48 inches, in- 
clusive, double selvage. Extra wide widths, 
54, 60, 66, and 72 inches. 


Your Jobber Will Supply You 
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Are You Falling for the Shell Game? 


BY 


E. B. GALLAHER 


Editor, Clover Business Service 
Treasurer, Clover Mfg. Co. 


























Are you one of those who are driving friendly manufacturers to ignore the inde- 
pendent merchant? 


I will state immediately that no matter what unthinking merchants do to us, we will 
not change our 30-year-old policy of strict Jobber-Dealer distribution. 


See cae yy eee g 


But it does hurt when we find some jobbers and some dealers handling, 
and even pushing, competitive articles of known inferior quality, which 
are being hawked about direct to chain stores and catalog houses by the 
manufacturers themselves—and at prices which permit these people to 
sell to the consumer at what the independent merchant has to pay. 


; Think it over. 
; 6a 
| " PEA UNDER THE LEGITIMATE JOBBER-DEALER CuP! 
I wonder how many independent merchants (‘Eins = iP, 
HONEST }/ 





Ne § Sr 





a 


check up the’ items stocked by the chains and 
catalog houses which they, too, are stocking! I 
wonder if they realize that this sort of thing gives 
the chains and catalog houses their only opportu- 
nity of “convincing” the public that they sell : i 
cheap—which they don’t! é \ oa walggriee 


\ | a 






1 Ninpet ee sa 


The most dangerous thing a merchant can do 
is to stock identical merchandise handled by cut- 
price institutions. The merchant who buys from 
a manufacturer who undersells to cut-price insti- 
tutions cuts his own throat. 








E. B. GALLAHER: 
Clover Mfg. Co., Norwalk, Conn. 


CLOVER MANUFACTURING COMPANY 
; | | Green-Stripe Sandpaper. 
NORWALK, CONN,, U.S. A. | "1 ealiaiea esi iene Gtekea paaioon 


| Yellow-Stripe Aluminous Oxide Cloth—for cut- 
ting hard metals. The universal shop abrasive. 


SANDPAPER } a | Clover Grease-Mixed Grinding Compound. 


— 


| Clover Water-Mixed Valve-Grinding Compound. 
METAL-CUTTING CLOTHS 


_Name 








CLOVER GRINDING AND LAPPING COMPOUNDS || Address = 
i Character of business | 
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HIS new Schavolite Golf Glub...with G. E. Tex- 
tolite head...has completely shattered old tradition 
and is rapidly establishing new. Its dozen different 
distinctive features are creating new standards for 
direction control and distance... before unknown. The 
problems presented by the new larger and lighter 
ball only serve to emphasize this Schavolite Super 


SCHAVOLITE GOLF 


SCHAVOLITE 


“SEMPER BISTANGE. SCIENTIFICALLY] 


16 


CORPORATION, 


Control and Super Distance. @ Golf moderns... want- 
ing to benefit from the many advantages offered by 
this different type of club are now forming waiting 
lists with Pros and Dealers. The demand for these 
clubs has been far greater than the supply...necessi- 
tating daily increased production. Register your name 


with your Pro or Dealer...today...for a full set. 


LONG ISLAND City, WN. *. 
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G. E. 
Textolite Head 


This head is made by 
General Electric Com- 
pany, exclusively for 
Schavolite Golf Corp. 
Fully approved by U. S, 
Golf Association. Two 
widely approved head 
models. Unmatched 
driver, brassie or spoon, 
$6.00. Matched sets of 
3, $20. Single clubs from 
matched sets, $7.00. 
Custom-built matched, 
registered sets, $30. 
Single clubs, $10. Men’s 
and women’s left and 
right hand models. Be 
sure to look for G. E. 
Textolite on the head 
of every club you buy. 
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Pharis Tires 





lay on a thick coat of profits for 
hardware merchants 


By reason of their high quality and low price, Pharis Tires are more than 
a side-line for the many hardware houses that handle them. They add an 
extra coat of profits every year... profits built by creating repeat customers. 


While Pharis quality, constantly improved, keeps pace with modern tire 
requirements, Pharis prices have always been low .. . and will continue 
to be. This is the result of two characteristics of the Pharis organization: 
1) the thoroughly up-to-date Pharis plant specializing on tires and tubes; 
2) selling expense ... usually about one-third of the cost of most com- 
modities ... Pharis cuts to the bone by maintaining no factory-owned stores, 
expensive warehouse system, or large sales force. 


Pharis Tires are the ideal hardware store item for simplified sales. Write 
today for recommended sizes, price lists and complete information. 


The PHARIS TIRE & RUBBER Company 
Newark, Obio 
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with everything 





HERE is a new popular-priced cylinder 
rim night latch by Sargent. It is just out. 
And it is made with the usual Sargent thor- 
oughness to take a leading place among 
your popular-priced goods of this type. 

No. 4277 has a black japanned case, 
2% x 3% inches, 1 inch thick. Turn 
knob and slide stop are of bronze. Three 


keys are of nickel bronze. Five genuine 


A NEW NUMBER 


to make it 









popular 





pin tumblers. It is suitable for doors of 


134 to 21% inch thickness. Packed indi- 


vidually with reverse bevel strike and 
regular strike. Directions for applying 
are printed on top of each box. 
Sargent & Company, New Haven, 
295 Madison Avenue, 
New York; 150 North Wacker Drive, 


Connecticut; 


Chicago. 








SARGENT] 
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complete information 
on bolting 
material from our 
Engineering 
Service 


Waar should be the physi- 
cal characteristics and the al- 
lowable working stresses of the 
bolts used in our product?” 
Requests such as that come to 
R B & W from manufacturers 
all over the world. Users of 
bolting material have come to 
know that, no matter what tech- 


nical or scientific questions they 
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BOURKE-WHITE PHOTO 


have, they can get the informa- 
tion from R B & W. 


In a recent request for coun- 


sel, a maker of forgings used on 

pressure vessels stated he had 
aes 

EMPIRE 


roy 


“ASK RB& W-THEY KNOW” 








sought advice from three other 
sources that might be expected 
to know the answers to his ques- 
tions, but they went unanswered 


until he wrote to R B & W. 


Give your customers the best — always 
specify R B & W Empire Brand on 
your bolt and nut orders to your jobber. 


RUSSELL, BURDSALL & WARD BOLT & NUT CO. 


ROCK FALLS, ILL. 


PORTCHESTER, N. Y. 


Sales offices at Philadelphia, Detroit, Chicago, San Francisco, Los 


CORAOPOLIS, PA. 


Angeles, Seattle, Portland, Ore. 
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Those 


CIRCULATING HEATERS A 
RADIANT GAS HEATERS 
GAS LOGS 

ELECTRIC HEATERS 
STOVE BOARDS 

FIRE SETS 

PORTABLE GRATES 
ANDIRONS 

FIREPLACE SCREENS 
STOVE PIPE AND ELBOWS v 





they go and on to the store that has. 


serve you! 











F all Shoppers— 


For Such Things as These: 


GUNS AND AMMUNITION 
HUNTING CLOTHING 


AXES 


SCHOOL LUNCH KITS 

COLEMAN LAMPS AND LANTERNS 
FOOTBALL SUPPLIES 

WHEEL GOODS 


STEEL TRAPS 
ROASTERS 


FRUIT PRESSES 


IHEY’LL be in an awful hurry then, because they won’t come to you until the last 
minute; then if you haven’t got what they want—right there on your floor—out 


So now as the summer lull sets in why not give a thought to those Fall Shoppers? 


Instead of looking to half a dozen manufacturers and two or three jobbers to supply 
you with these various lines—why not buy them all in one place? 


Among the many jobbers calling on you there must be one outstanding house whose 
salesman can show you representative lines—carefully bought with just your needs in 
mind. Tell him when you want these goods. They will be shipped then—one ship- 
ment, one freight bill, one invoice. That’s the way the chains and the mail order people 
operate; and that’s one reason their prices are so hard to meet. 


We make no exaggerated claims, but if you are located on “Worthington territory” 
and were to honor us with such an order, we believe you would like the way we filled it. 


But whatever your requirements, large or small, now or later—we are here to 


THE GEO. WORTHINGTON CO. 


1829 CLEVELAND, OHIO 



























eyll behere ) 
st refore you know it! 
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Walco Wrench 
BALLOT 


1000 wrench users told us why 
they liked the WALCO 


Simpler Design 
Improved Teeth 
Quicker Action 


Added Safety 


New Spring Assembly 






















W: have tabulated the first thousand 
returns on the Walco Wrench Ballots we 
sent to 37,000 wrench.users. 31% con- 
sidered the Walco’s all-forged strength 
as its greatest improvement over other 
pipe wrenches. 28% said that its simpler 
4-piece construction is a still more im- 
portant feature. 59%, therefore, believe 
that strength and simplicity are the most 
vital considerations in pipe-wrench man- 
ufacture. 


For strength, Walco offers the radical 
departure of a drop-forged handle and 
iaw-housing in one piece and a special 
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heat treatment that 
gives extra hardness. 


For simplicity, the 
Walco provides a 
new 4-piece con- 
struction—jaw, bar, nut and spring. 


The opinion of these 1000 users is further 
proof that even if the Walco had no 
other improvements, we were right in 
making it stronger than any other pipe 
wrench (as repeated tests have shown) 
and simpler (as is readily apparent the 
first time you use it). 








Increase 
your 
most 

valuable 

asset 
by selling only the best 
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‘T= g00d-will of your customers is 

your most valuable asset. You can The Morse Line 

increase it if you sell reliable tools. includes 
High Speed and Carbon 

Morse quality and reliability are be- DRILLS 

ing, demonstrated daily in thousands ' REAMERS ~ 

of shops and factories, and our exten- go 

sive advertising, program is further- SCREW PLATES 

ing this reputation and continu- caus 

ally creating? new customers for you. COUNTERBORES 

Stock the complete Morse line, and as TAPER PINS 

your customers’ ,00d-will increases, SOCKETS 

apes : SLEEVES 

it will be felt in your other sales, too. 











TWIST DRILL & MACHINE COMPANY 


NEW BEDFORD, MASS.,U.S.A. 








HARDWARE AGE 





ee oa 





ALE 




















other places. An 
DEALER'S NAME AND 
ADDREsSs HERE 


“TALE. 


Padlocks 


earnest 


for you. 


New Advertisements that 


will SELL goods for YOU 


Every ALERT MERCHANT knows that one of 
the most powerful business-building forces at his 
disposal is consistent newspaper advertising. 


ROPER control of doors is as important 
in the home as it ts In stores, offices an 

atmosphere of quiet, rest- 
fulness and refinemen 
Door Closers are in us 
ing slams, no anxiety 
odors permeating ¢ 
delighted with the c 
Closers will bring to ; 
onstrate this efficient, inexpensiv 


about drafts, no cooking 
he house. You will be 
omfort a few Yale Door 


Ask for booklet “Seven Doors & Why.” 


DEALER'S NAME AND 
ADDRESS HERE 


Dealer Servive 





And when your advertising reminds the reader 
of a definite, immediate need, its effectiveness is 
vastly increased. 


We offer you a series of interest-compelling adver- 


tisements on Yale merchandise, 
some of which are reproduced 
on this page. 


Mats of these (or electrotypes 
where necessary) are yours for 
the asking and we will gladly 


forward them to you or, if you 






prefer, to the newspaper in 


t is evident where Yale 
e. There are no disturb- 





which you intend using them. 







Send for these advertisements 
and put them to work building 


your home. Let us dem- 
, e device 








sales for you. 






L E- 






USE THE COUPON 








YOU 


can profit by 
using these 
Newspaper 


: I 
advertisements 
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THE YALE & TOWNE MFG. CO., STAMFORD, CONN., U.S. A. 
Send me mats of advertisements as checked below: 

a, ee Yale Door Closers 

‘ale Guard Locks __.... Yale Screen Door Closers 


__.....Yale Night Latches 


ye OE ee NS) A OE LE A, SEER RS AR LET Oe 
SS ree ne One ee aa Oe PUREE, Per a eee Se oe See ee 


NOTE: If you wish mats sent direct to newspaper write name of paper below. t 





nicieicninidietiaemeell 


neta eee ermeammnmewe eee 


















AMonum 
to an Ideal 


IGHTSEERS in the city of Washington are 

usually directed to a simple monument of 

stone rising out of the ground some five 
hundred and fifty feet. It is grandly unpreten- 
tious, merely a gigantic shaft, yet its simple out- 
lines express more clearly than volumes the 
regard of a great people for the ideals of a great 
man. It expresses the strength of unswerving 
lovalty to righteous faith. 
















































2, 2, 2, 
we ee Me 


INCE the birth of Empire LEVELS, a little 

over four years ago,* we have attempted to 

adhere to a strict program of quality manu- 
facturing as clearly defined_as the outlines of the 
great Washington monument. It has been no 
easy task, especially during the tempestuous years 
just past. The temptations to cut quality have 
been great and the deviations we might have 
affected seemed of small importance. But slowly 
and surely our ideal has been shaping itself. Ever 
increasing numbers of Hardware men are help- 
ing us to raise the monument of dependable Level 
accuracy higher and higher into the air. Many 
are kind enough to tell us that the Empire Level 
is the finest tool of its kind in the land. When 
that opinion is universally accorded then we shall 
have realized our ideal. 





EMPIRE LEVEL Merce. Co. 
‘ MILWAUKEE, WIS. 
MANUFACTURERS OF A COMPLETE LINE OF 
QUALITY LEVELS 




















* This Advertisement first appeared in 1922. We have reproduced it regularly each year since, as a public manifestation of the 
ideal that has assisted us in putting our BEST efforts into our products. 
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“Even though business is increasing, it 
doesn’t take so long to fill orders—thanks 
to those easy-to-read ‘Buffalo’ labels. 
Correct sizes can be picked out almost in 


the dark; you can’t make a mistake. 


“The Boss says the trade is more than 
pleased with the excellent quality of the 
Buffalo line and is demanding that 
brand be shipped them.” 


BUFFALO BOLT CO. 
NORTH TONAWANDA, N. Y. 











SERVICE...QUALITY...ACCURACY 
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What Middle Priced Shovel 
-_ Off, This Value? 


“Ric FIST” is just the shovel 

hardware retailers wanted. 
Sales prove it. Thousands of 
people are enthusiastically buy- 
ing it. You'll want it, too, the 
minute you see its exclusive fea- 
tures . . . its extra sales wallops. 
Two years ago, “Big Fist” quality 
sold at top prices. Now, it’s 
yours to sell at a medium price 
... thanks to the advanced 
methods of the world’s most 
modern shovel factory. 


What middle priced shovel can 
offer this value: 
A super tough blade (make 


your own test). 
The patented “Moly-D”. . . wide, 


comfortable, sturdy handle... 
acclaimed the greatest handle 
improvement ever invented. 


The patented Step . . . which 
makes the shovel easier on the 
feet and at the same time adds 
strength to the blade. And, 
guaranteed Quality that never 
needs apology. 

See “Big Fists” before you place 
another shovel order. Ask your 
jobber or let us know. 


THE WOOD SHOVEL AND TOOL CO. 
Piqua, Ohio 


Wood's 
“BIG FIST” 


Shovels: Spades :Scoops 
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EARS of experience has taught a great ma- 
jority of dealers that Zinc Insulated Fence is 


quick turnover merchandise —and far outsells any 


\ EL E other brand on the market. 


Back of these dealers is the strongest and most 


¥ 4114 TX TUELL ed effective advertising and sales promotional cam 
SR ie i i ie ot ad 






paign that makes their store fence headquarters 
REG. IN U.S. PAT. OFF 


Write for full details covering our attractive dealer 
plan on Zinc Insulated Fences, Steel Fence Posts, 
Steel Gates, Poultry Fence, Netting, Staples, Nails 
—Wire of all kinds! 
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-»- BACKED BY THE 
STRONGEST FENCE 


Guarantee 
EVER WRITTEN 
. 









S22 Be 1931 
AMERICAN STEEL & WIRE COMPANY 


208 South La Salle Street, Chicago —sussipiAry oF unrren [UXSsrares STEEL CORPORATION And All Principal Cities 
Pacific Coast Distributors: Columbia Steel C y, Russ Building, San Franci: Export Distributors: United States Stee! Products Company, New York 
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MERCHANDISE 





“The recollection of QUALITY remains long after the PRICE is forgotten” —E. C. SIMMONS 
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MILLERS FALLS 





Check List of 


Products 
Made by the combined 


Millers Falls Co. 
and 
Goodell-Pratt Co. 


Study this list. It will 
show you how many 
classifications of tools 
can be purchased from 
asinglereliable source 
of supply. 


) Auger Bits 
} Automatic Drills 
Automobile Jacks 
Automotive Tools 
Bench Drills 
Bit-Braces 
Breast Drills 
Butcher Saw 
Frames 
Butcher Saw Coils 
Calipers and 
Dividers 
Chain Drills 
Chucks 
Cold Chisels and 
Punches 
Combination 
Squares 
Coping Saws 
Feeler Gauges 
Glass Cutters 
Grinders 
| Hack Saw Blades 
Hack Saw Frames 
Hand Drills 
Hole Saws 
| Iron Levels 
Jacks 
| Micrometers 
Mitre Boxes 
~ Nail Sets and 
Punches 
Planes 
| Polishing Heads 
| Ratchet Screw 
Drivers 
Screw Drivers 
Spiral Screw 
Drivers 
) Steel Rules 
| Tap Holders 
Vises 
Wood Levels 
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GOODELL 
PRATT 


1500 GOOD TOOLS 


OUALITY TOOL MARKETS 
Combined for Your Profit 




















MILLERS FALLS 


gure for 


3 YEARS 












































The Millers Falls Company and the 
Goodell-Pratt Company have each 
built up an active market for high 
quality tools. The merging of these 
concerns creates an unequalled oppor- 
tunity for tool profits through mer- 
chandising the joint lines. 


MILLERS FALLS 
TAaoOLsS 







GOODELL 








One of a series of advertisements to ac- } z 
quaint tool buyers with the advantages of WiNNMAqaaaaaada 
the Millers Falls and Goodell-Pratt merger. 





MILLERS FALLS COMPANY 
Millers Falls, Mass. 


GOODELL-PRATT COMPANY 
Greenfield, Mass. 
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Keep Stocked On Lawn Hose Goods 


Many home owners find it necessary to make hose repairs in mid- 
season and need more hose clamps, couplings, etc. Others require 
an extra spray head or two to enable them to spray a larger area; 
and still others require nozzles for their garage hose or extra hose 
lengths they use so frequently. 


Sherman WROUGHT BRASS Hose Goods 


Being of Wrought Brass 
The best selling line for 30 continuous years. 


will meet the needs of all customers. 


they never rust. 
Keep stocked. 





Sherman Wrought 
Brass Hose Coup- 


Sold through Jobbers 


H. B. SHERMAN MFG. CO. 
Battle Creek, Mich. 





Made only 
Sherman Wrought Brass %” Hose 
A 


ling (Patented) Hose Clamp (Patented) 









Order a dozen Diamond 

Nozzles in display carton 

featuring ‘‘Perfect Spray’ 
from your Jobber. 






Size 
Only 








SASH CHAIN 


Special Auto. Screw 
Machine Products 


U.S.S. Nuts 

S.A.E. Castellated Nuts 
S.A.E. Plain Nuts 

Tire Bolts 

Sink Bolts 

Machine Screw Nuts 
Stove and Tire Bolt Nuts 
Escutcheon Pins 
Speedometers 
Tachometers - 


THE CORBIN SCREW CORPORATION 
THE AMERICAN HARDWARE CORPORATION, SUCCESSOR 
New Britain, Conn. 


Warehouses: 


New York Chicago 


Philadelphia 
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: For no other reason than to give dealers new 

3 opportunities for profit, Frantz has developed 
“E-Z” garage door fixtures. Here is a line 
of sets that accomplishes new savings for both 
dealer and consumer. 











First: “E-Z” Fixtures simplify stocking. 
Every size, weight or combination of doors 
can be properly equipped from the three 
weights of “E-Z” sets (No. 40, for light 
doors, No. 50 for medium weight and No. 60, ditional convenience and longer, trouble-free 
for heavy). Each set is packed complete, operation. 


ready to put up, in a strong fibre carton. : 
its P» “Ss These are some of the reasons for the popu- 


Second: “E-Z” Fixtures are quickly and larity of Frantz “E-Z” Fixtures with dealers 
easily installed on either the inside or outside as well as users. Enjoy the profitable busi- 
of the building. The one-piece track fastens ness this unusual line can build 
flat on the header (no blocking-out or brack- for you. Write for more in- io Whilware 
; ets necessary). formation and dealer discounts. 
Frantz Mfg. Co., Dept. H-7, es t 
; Third: Frantz “E-Z” Fixtures cost less per Sterling, Illinois. Red Labe! 


installation. Equipment is designed with a 
minimum of mechanical parts, assuring ad- 


fRmANntr 


Gusunted Builders Hardware 









FRANTZ MFG. CO., Dept. H-7, 





Sterling, Il. 






We want to know more about Frantz ‘‘E-Z’’ Garage Door Fix- 
tures. Also send us discounts to dealers. 
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About a quarter of a century ago we “told the 
world” about the wonderful steel used in 


INDIANA X-tra QUALITY 


SHOVELS 


That steel—a product of our own mills—is the 
kind used in the finest plows in America. 
It is tough, soil penetrating, wear resisting, com- 
pletely satisfying. 







Offering 
All 
Standard 


Patterns 




















Result—Indiana X-tra Quality Shovels get 
away with a flying start. Their sustained 
quality has kept them “just sailin’ along” ever 
since. Ask your jobber. 


The Ingersoll Steel & Disc Co. 


Successor to The Indiana Rolling Mill Co. 
New Castle Indiana 











Hinge 





This check controls double acting doors perfectly. It is power should be increased to close the door against the wind. 
made in two sizes, No.’s 22 and 23, for exterior and heavy Thus, each spring and each check is of independent adjustment 
or wide interior doors. It is built with two torsion springs and so both swings of the door can be properly controlled. 
two checking devices, each performing their function from the This check is furnished non-hold-open, with a heavy, walk- 
ene spindle and taking care of its particular swing, one to the ing beam top pivot, that has a patent self lubricating bearing, 
yrad oe _ to the left of ye aooet — * @ and a cast iron case for installation in cement floors. 

jouble acting door. The purpose and advantage o' eature 
can readily be appreciated as it allows, where installed in strong The mechanical parts of this — are of the ae and | 
draft, proper adjusting of the checking resistance to keep the a of view WA * ca. "te a ht ing he ‘do Fag 
door from slamming when opened against the wind while the ae od on ieamianen steel 5/16" Sas ameiaae surrounded by a ; 
mag Rigg age an the door would be swung to the be 9 hardened steel ball race which is distinctive to this hinge. 
direction the checking resi be fe as the Send for No. 30 Catalogue, Insert No. 71A and get full details 
wind would tend to Se it from slamming, while the spring on this check. 








Manufactured by 


SHELBY SPRING HINGE CO., Shelby, Ohio 


Coast Representative: POND HDWE. SPECIALTY Co., Los Angeles, Calif. 
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All illustrations Rust-proofed with 
1/3 actual size ~ pure Cadmium 





subibaaath 






No. 105 Jewel 


ATUL 7 














Strong brass lever secur- 50¢ 
50¢ ity, 105 a key 
changes, 1%%” laminate " . 
No. 500 Junior case—l/-” shackle, net No 1100 Brownie 
: . per doz. $4. Spring security, 15 key 
Double spring security, changes, 11,” laminated 
30 key changes, patented case—3/4,” tapered high 


134” genuine laminated 


case—3/,” shackle, net per carbon steel shackle, net 
“doz. $4. , 


per doz. $4 























No. 1400 Special 
Double Spring security, 
30 key changes, 134” : 
podinat * double-hard- fi 
ened high carbon steel 
shackle, net per doz. $6. 


No. 99 Greyhound 

Multi-spring-lever secur- 

ity, 144” steel em 

and polished case, 12 key 

changes—1” shackle, net 
per doz. $2. 


MASTER 





No. 510 Tire Lock 


Double brass lever secur- 

ity, 10 key changes, 134” 

case—3” high carbon 

steel ratchet shackle, net 
per doz. $4 

















ween | MONARCHS 
Double brass lever secur- No. 704 Safety Hasp 
ity, 10 key changes, 134” Staple is heavy, one- 


seat ratcher shackle, net of the Rap ypciy{és Nec pe 
Lolo i folel ax Ooltlann ig —. 


; per doz. $4 2.00. 








$2.00 
No. 907 Super 


Double lever security, 75 
key changes, 2” case—1” 
case-hardened shackle, 
locked heel and toe, net 


75¢ 
No. 400 Ace 


Double Spring security, 
45 ta changes, 144” 
Ts 


cas ” high carbon 






steel shackle, net per doz. | 
est pe No. 1200 Standard No. 905 Super per doz, $14. 
Triple spring security, 60 $l 25 Double lever security, 45 
changes, 134” case— . key changes, 2” case—1” 






oog 

Y%_” case-hardened steel * 

shackle, net per doz. $7. No. 300 Gem fateh ‘hel ang — = 
per doz, $12. 





Triple key security, 75 

key changes, 134” case— 

7,” case-hardened steel 

shackle, net per doz. 
$9.67 


Ea ies 


e 
& 


a 
© 
i 
me 
bs 
3 
1 


World’s fastest selling Master Lock Company 
padlocks —sold through jobbers only Milwaukee, Wis., U.S. A. 


MiaksnerarvaleliorekGy | 
- \ UY fe earaeda? 


WORLD’ S LARGEST EXCLUSIVE PADLOCK MANUFACTURERS 
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= CHICAGO) 
SPRING HINGES 











“Triplex” Lavatory Door 


“Triplex”? Double Acting 


Spring Hinge Spring Hinge 
Carew Tower Equipped 
with 


Building 


Cincinnati, Ohio Chicago Spring Hinges 





Architect, Walter W. Ahlschlager, Chicago 
Associate Architects, Delano & Aldrich, New York, N. Y. 


A City Under One Roof 


This monumental structure, housing a 48 story office building, 800 room 
hotel, 26 story garage and two department stores, may be likened to a city 
equipped with Chicago Spring Hinges. 

It represents a composite picture of a few important types of buildings 
which may be found in many cities, equipped with these hinges. 

Owners, Architects and Contractors who strive to build with credit to 
their name or profession, have found Chicago Spring Hinges desirable for 
the buildings which they plan and erect. Hardware Dealers should be pre- 
pared to supply their requirements. 


Send for Catalogue K 47 


Chicago Spring Hinge Company. 


CHICAGO NEW YORK 
U. S. A. 
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“The Hardware Dealers’ Magazine” 
Published Every Thursday 





Issued every Thursday by Iron Age Publishing Co. Division of the United Business 

Publishers, Inc., 239 West 39th Street, New York City. Andrew C. Pearson, 

Chairman of the Board; Fritz J. Frank, President; C. A. Musselman, Vice-President ; 
Frederic C. Stevens, Treasurer; Arnold L, Davis, Secretary. 


Member Audit Bureau of Circulations; Member of the Associated 
Business Papers 
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Why Geele Can Report an Active Tool Demand ...... 38 
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When Seasonal Goods Are in Demand Put Sales Effort 
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A SE SR a ile aed ei reenee ares era 
Rip dis IE Lig a reir sinialeea is ais cise wine ae 49 
Training the Sales Force, by. John H. Ganzer....... +, SZ 
I SI TNR is i: dod ioreie 5005 00a ow & 00 eo 54 
The Salary Side of Price Cate. ... ccc ccc cccces 72 
Oe EERE Ca eee a eee ee 74 
General Market News of the Week ................. 76 
Cattery SOCUOR: 6 ic ic ss SBIAd aNig Wet Wns Su elsa weave 87 





EDITORIAL REPRESENTATIVES 


PittspurGH: T. H. GprKEN, 1319 Park Bldg. 
CLEVELAND: F. L. PRreENTISS, 1362 Hanna Bldg. 
CINCINNATI: Ropert G. McInTosH, 409 Traction Bldg. 
Boston: GERARD FRAZAR. 

WASHINGTON: L. W. Morrett, 536 Investment Bldg. 


ADVERTISING REPRESENTATIVES 


ADVERTISING MANAGER: P. J. COSGRAVE 

New York: H. G. Biongert, L. V. ROWLANDS 

Boston: CHAUNCEY F. ENGLIsH, 140 Federal St, 
CLEVELAND: WiLL J. Fepppry, 1362 Hanna Bldg. 

Cuicago: D. M. ANDREWS, H. A. Maaurre, 1507 Otis Bldg. 
San Francisco, Cau.: R. J. Biron, Kohl Bldg. 


SUBSCRIPTION Price—lnited States, its possessions, Canada, Mexico, Central 
imerica, South America, Spain, and its Colonies; One Year, $3.00; Foreign 
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Blaisoell 
Peneils Sell on Merit 


They are the “Everyday Tools” of Carpenters, 
Lumbermen and Storekeepers. Display them 
where all who enter your store will see them 
and be reminded of their need. 


BLAISDELL No. 792-T is for marking stock. 
Makes clear, readable marks and prices on all 
polished surfaces—tin, glass, china, agateware, 
etc. New String Feature eliminates use of 
knife to cut strip befere unwinding. Also made 
in No. 792, without string for same purposes. 
Use them yourself and sell them to other mer- 
chants. 


BLAISDELL No. 1151 is a popular seller to 
lumber yards, railroad workers, surveyors, steel 
mills, shipping clerks, etc. Made in seven dis- 


tinctive colors that do not fade. 


BLAISDELL No. 660 is a soft pencil needed by 
Reliable for 
rapid marking; finished in Bright Red to catch 
the eye. 


every carpenter and builder. 


Order from Your Jobber 
PENCIL COMPANY 


Blaisdell rinsvasnn usa 


Awarded Gold medal Sesqui-Centennial 1926 
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HE Old Veteran paused a 
ike before answering Bob 
Butler’s pointed question. 

“So you want to know what 
one phase of the hardware busi- 
ness has the most 
vital bearing on 
the final profits,” 
he said with his 


Profit is that part of the 
receipts which does not 


invoice there for $65.00. From 
here it looks like 100 pans at 65 
cents each though I don’t see so 
well any more. 

“Just for argument’s sake we'll 
suppose you price 
those pans at $1.00 
apiece and sell one 
this morning. How 


characteristic have tobegiventosome- uch profit would 
drawl. one else. you make on that 
“Some hardware sale? Certainly not 


men say it’s service, others price, 
volume, prestige, windows, or 
what not,” he went on. “And 
each one pays particular atten- 
tion to the things he believes most 
important. Which is natural.” 

Bob Butler looked up from the 
invoice he was checking. . . . 
“Where do you say profits come 
from?” he asked. 

“Old stock, Bob, old stock! 
Nowhere else!” the Old Veteran 
declared. 

Bob Butler laughed. “Only 
last week you told me old stock 
causes all the losses; now you 
say it produces all the profits!” 

“Sounds funny, eh? Well, 
you're right—both times! I’ll 
admit I’m getting to be an old 
fogy, but here’s an old fogy’s 
definition of what profit really is: 

“PROFIT IS THAT PART OF 
THE RECEIPTS WHICH DOES 
NOT HAVE TO BE GIVEN TO 
SOMEONE ELSE. 

“Now for some elementary 
arithmetic. I see you have an 





the whole 35 cents.” 

“No,” Bob answered. “I pre- 
sume the more likely answer is 
that since we usually make a net 
profit of 5 per cent or so, the 
profit on that $1.00 sale would 
be around five cents.” 

The Old Veteran shook his 
head. “That’s still 
wrong, though any 
accountant could 
prove it to be ap- 
proximately _cor- 
rect — from an 
accounting standpoint. But from 


.a strictly merchandising angle the 


answer is—you made nothing. 

“Here’s just an old fogy’s 
idea, Bob, but think a minute. 
The instant that shipment arrives 
you owe the shipper $65.00 
which must be paid—profit or 
no profit. 

“Therefore, the first 65 pans 
you sell at $1.00 cannot possibly 
do more than pay that bill. So 
there’s no profit yet. 

“Then, no matter how much 


Profit exists only in the 
last few items of any lot 
of merchandise. 


OLD STOCK is the Roor ot 
—Or Loss, says the Ola 


you wish it otherwise, the pro- 
ceeds of the next 15 pans must 
go out in salaries, then comes 
the sales of 4 pans for rent, a 
couple for delivery expenses and 
the same for breakage and de- 
preciation. And you have got to 
sell about 7 more for miscellane- 
ous expenses like interest, bad 
debts, advertising and what not. 

“You can’t dodge those bills. 
They must be paid week by week, 
month by month, profit or no 
profit. By no stretch of imagina- 
tion can anyone say you can keep 
for yourself one red cent out of 
the proceeds of about the first 95 
pans sold. 

“So it’s plain by now that only 
from the last 5 pans or so can 
you get any real 
profit, any money 
you can put in 
your pants pocket 
and say, “That’s 
mine.’ ” 

Bob Butler interrupted the Old 
Veteran’s speech. “According to 
that, at least nine-tenths of all 
my hard work and worry is done 
merely to take in money for 
someone else, the wholesaler, the 
landlord, the salesmen, the news- 
paper—.” 

“Right you are, Bob. And the 
more you look at your business 
in that light the more clearly you 
will see that it is your moral duty 
to get enough for your merchan- 
dise to make sure, absolutely 
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sure, there will be something left 
| over for yourself. 

: “But what I’m driving at is 
this: Profit exists only in the last 
few items of any lot. You can- 
not keep books on that basis but 
your whole plan of merchandis- 
ing should revolve around that 
fact.” 

Henry held up his hand. “Old 
Vet, I begin to see the light! You 
have been talking percentages but 
using pans to make me see the 
point. The cost 
of merchandise is 
around 65 per 
cent, expenses 
close to 30 per 
cent, total 95 per cent. These 
must be paid first. The profit 
comes last.” 

“You’re a bright boy, Bob,” 
chuckled the Old Veteran. “Now 
let’s carry the idea a little fur- 
ther. In a general way the last 
items left over from this ship- 
ment and that all over the store 
constitute your ‘old stock.’ So, 
Bob Butler, believe it or not, your 
profit comes from your old stock, 
nowhere else!” 

“Tf you’re right, then I’m rich,” 
laughed Butler, “for I have plenty 
of old stock!” 

a “In answer to that wise crack 
P’ll remind you of this old, old 
rule: There is no profit till the 
goods are sold. What goods? 
: Why, the old goods of course. 

A “The old goods are all profit. 
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There is no profit till 
- the goods are sold 


Their cost and selling expense 
has been paid long ago by the 
first sales of each lot. That’s 
the old fogy idea I’m trying to 
drive into your modern brain. 

“Every day’s profit can be 
measured, not by that day’s re- 
ceipts, but by the amount of ‘last 
items’ or ‘old goods’ sold that 
day. 

“It is perfectly true that sell- 
ing new merchandise is the back- 
bone of every successful hard- 
ware dealer’s business. It is 
equally certain that the merchant 
who sells nothing but new goods 
makes no profit and cannot long 
survive.” 

“But suppose a store has no 
old stock,” Bob 
objected. 

“Every store has 


*“You’re a bright 
boy, Bob, now 
let’s carry the 
idea a little 
further.” 


its old stock, Bob, if by old stock 
is meant the ‘last items’ of every 
shipment of goods. But you 
brought up the main difference 
between good and bad hardware 
dealers. 

“The progressive merchant 
sells his ‘last items’ while they 
are still fresh and attractive; the 
slovenly merchandiser neglects 
them till they get old and lose 
their value.” 

“Ah, now I get you,” said 
Bob. “In the one case the profit 
is in the cash register; in the 
other case it’s on the shelf. But 
in either case it’s the old stock 
that produces the profit.” 

(Continued on page 100) 


If you sell the old one every 
cent of the price is profit. 
































The sales staff 
of the Frank 
Geele Hardware 
Company, She- 
boygan, Wis. 
Mr. Schmidt, 
manager, is at 
the extreme 
right, and sec- 
ond to the right 
is C. M. Hier, 


his assistant. 


Why Geele Can Resse 
an Active Too! Demand 


HE healthy volume of tool 
UD busines which has been 
enjoyed by the Frank Geele 
Hardware Company, Sheboygan, 
Wis., during a period when most 
hardware merchants have been 
complaining about the sluggish 
demand for tools, is remarkable. 
Tools are by no means a dull 
line in this particular store des- 
pite all adverse factors 
For nearly eighty-one years 
ago, this firm has adhered to the 
policy of handling only high 
grade quality merchandise. This 
policy has served to build up a 
clientele of customers desiring 
the best tools procurable and who 
know that they can get such tools 
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at Geele’s, and are willing to pay 
a fair price for dependable tools. 
Through refraining from han- 
dling the cheaper types of tools, 
price is seldom a factor with the 
Geele tool department. 


Quality Tools Make 
Friends 


J. E. Schmidt, manager of the 
store, and C. M. Hiers, Assistant 
Manager, are both firmly con- 
vinced that high grade tools, at 
prices in keeping with the qual- 
ity offered, make many friends 
for the store, while inferior tools 
at lower prices, might serve to 
create considerable ill-will, while 
not much is expected from a tool 


that is purchased at a chain store 
at a very low price, most cus- 
tomers expect considerably more 
from the same tool at the same 
price when it is sold by a hard- 
ware store. Most tool prospects, 
according to the firm, can be 
easily convinced of the points in 
which a quality tool excels, and 
are willing to pay the difference 
when they are explained. Women, 
contrary to general opinion, are 
just as quick to appreciate the 
advantages of purchasing good 
tools as in dress goods or other 
articles more frequently pur- 
chased by them. 

As an example, most women 
would thank the hardware dealer 
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for pointing out that an_ ill- 
balanced hammer might be the 
reason why it was sometimes 
easier to strike their fingers than 
the tack they were attempting to 
drive. While many of the tech- 
nical points can be explained by 
non-technical examples, partic- 
ularly when illustrating the 
merits of a tool to the novice 
tool user or woman customer, 
complicated discourses on manu- 
facturing processes should be 
carefully avoided. 

Carrying complete, well bal- 
anced stocks is especially neces- 





sary in selling tools. While a 
small stock of tools of the popu- 
lar type is sometimes sufficient 
to serve the man or woman who 
has only an occasional use for 
tools, the real tool user who buys 
tools in quantity, and is willing 
to pay good money for them, 
naturally prefers to make his 
purchases where complete stocks 
are carried as a matter of con- 
venience if nothing else. Every 
tool need can be supplied at the 
one visit, and in most instances, 
he has a wide variety of sizes 
and types of well known brands. 





The manner in which 
quality tools are dis- 
played on special, re- 
movable panels and 
open display tables is 
clearly shown in the 
above photo. At the 
right is given a more 
general view of the 
store. 
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The comprehensive stock of 
tools also makes an impressive 
display which attracts and holds 
the attention of all store visitors. 
With the increased use of metal 
work in building operations, the 
firm closely follows the trend of 
the times and has increased its 
stock of metal working tools as 
conditions have warranted. The 
same is true with regard to new 
and improved types of tools which 
are being frequently offered by 
manufacturers. 

The pride evident in display- 
ing tools has been the means of 
creating a wholesome respect for 
the store’s tool department in the 
minds of tool buyers, as it is 
apparent, from the very manner 
in which they are displayed that 
the store has the highest regard 
for the line. 

Instead of mounting the tools 
directly on the panel doors, as is 
the usual practice, small panel 
sections are sampled and hung 
on the doors. The small panels 
are made of plywood and are 
covered with a suitable cloth back- 
ground to display the samples 
most effectively. Large brass 
grommets, similar to those used 
in tent making, etc., are used in 
each of the upper corners, per- 


(Continued on page 99) 


























Apply the Principle of 


Expectancy 


Third in the series of articles 
on Credits and Collections, 
by Maxwell Droke, presi- 
dent, The Business Letter 
Institute, Indianapolis, Ind. 


the despair of the family, be- 

cause of her firm conviction 
that poor health is an affliction sent 
from above, to be borne with pa- 
tience and fortitude. She isn’t in- 
terested in getting well, because she 
is having too much fun brooding 
over her ailments. 

Some merchants, in their attitude 
toward slow accounts, remind me of 
that aunt of mine. They have come 
to look upon the “slow-pay” cus- 
tomer as a necessary nuisance; part 
of the penalty of being in business. 
They take it for granted that a cer- 
tain number of accounts will be 
“slow-pay” or “no-pay”—and that 
nothing much can be done about it. 

Which is a lot of nonsense. 
Analyze this talk of “poor collec- 
tions” and you will find, as a rule, 
that the real trouble is poor collec- 
tion methods. 

I do not mean to infer that there 
is any magical method which will 
do away with delinquency and re- 
duce bad-debt losses to the vanish- 
ing point. That would be an asinine 
assertion. But there is no longer 
any question that these grievances 


| HAVE a maiden aunt who is 
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can be materially reduced through 
systematic effort. 

Really, the secret of getting your 
money when it is due is no secret 
at all. It is a tested principle so 
simple and obvious that most mer- 
chants stumble over it without recog- 
nizing its priceless value. 


The Principle 


It is the principle of Expectancy. 

To fully appreciate the possibili- 
ties of this principle of Expectancy, 
we must briefly analyze the psychol- 
ogy of the average debtor. Why is 
it that men do not pay their bills 
promptly? Is it because they don’t 
want to? 

Usually not. Carelessness and 
indifference play a negligible part in 


. these case of delinquency. Deliber- 


ate dishonesty is even more rarely 
encountered. We may safely say, in 
almost every case, that a man doesn’t 
pay his bills because he hasn’t 
enough money to go round. 

And where does that bring us? 
Looks suspiciously like a stone wall 
just ahead, doesn’t it? A man can’t 
pay out what he doesn’t have. As 
the old saying goes, “You can’t get 














blood out of a turnip.” But we are 
not interested in horticultural con- 


clusions. And the merchant who ac- 
cepts a situation such as this with 
fatalistic calm is making a mighty 
serious mistake. 

True, our debtor may not have 
sufficient funds to promptly meet all 
of his obligations. But that is no 
reason for not paying some of his 
bills. In all such cases there is a 
select company who hold cancelled 
checks, while others hold the bag. 

Which group do you prefer? °- 
Will you be among the “close collec- 
tors,” or will you simply drift along, 
accepting perpetual postponements, 
and in the end probably taking a 
bad-debt loss? 


Pays Those Who Expect It 


Every debtor has some money for 
bill paying purposes. 
bills does he pay? 


And which 
The answer is 
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obvious. He invariably gives pref- 
erence to those debtors who clearly 
indicate by word and action that they 
expect to be paid. By this I do 
not mean to infer that those who 
make the biggest fuss and furore in- 
variably get their money ahead of 
the rest. The thundering creditor 
is not so potent as he was a genera- 
tion ago. For one thing, debtors are 
much smarter. They know a few 
tricks, too. And you may be sure 
that they are well aware of legal 
limitations. 

Boisterous behavior and _hard- 
boiled tactics, except in extreme 
cases, may actually defeat their pur- 
pose. Often, under such methods, 
a debtor becomes stubborn and post- 
pones payment longer than he other- 
wise would. 

No, this principle of Expectancy, 
which I have mentioned, is some- 
thing more subtle—and more effi- 
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Make a note of the date 
agreed upon in the presence 
of the customer. 


cacious—than that. A bit of elemen- 
tary psychology is here involved. 

Most delinquent debtors have a 
certain number of accounts which 
they keep in pretty fair shape. Why 
do these selected creditors receive 
preference? In some cases, of 
course, a debtor must pay promptly 
or sacrifice a valued source of sup- 
ply. But we find many instances 
where such a situation does not ob- 
tain. Yet these creditors are paid 
while others whose claims are equal- 
ly valid, must wait. Why is this? 

It is simply that the creditor, con- 
sciously or unconsciously, has con- 
ditioned that debtor to prompt pay- 
ment. He has impressed upon the 
debtor that the terms of sale must 
be respected. Thus, when the bill 
becomes due, or as soon thereafter 
as humanly possible, a remittance is 
forthcoming. 


We may not fully understand the 
workings of this system; but we can- 
not doubt that it does work. The 
evidence is too impressive to be dis- 
regarded. 

In ordinary procedure, the collec- 
tion campaign starts with gentle 
memory joggers when the a¢count is 
forty-five to sixty days old. ° But 
creditors who apply the principle of 
Expectancy begin by laying a firm 
foundation at the time the sale is 
consummated. 

The first step is to firmly impress 
upon the debtor your exact terms of 
sale. If you have reason to believe, 
from past experience, or accumulated 
evidence, that the debtor may be 
careless in meeting his obligations, 
you can say to him something like 
this: “Our statements are rendered 
on the first of each month, Mr. 
Blank, and we budget our expendi- 
tures on our receipts. Now, in or- 
der that we may know just what to 
count on, will you tell me frankly 
when we may expect your check?” 
After a brief pause, it may be well 
to suggest a definite time, as for ex- 
ample, “Shall we say by the tenth?” 


Make a Note of It in 
Customer’s Presenee 


If this date is agreed upon, make 
a note of it, in the presence of the 
customer, so that he may fully real- 
ize that you mean business. You 
can avoid any possibility of offense 
by adding a few words such as, “You 
understand, of course, that there is 
nothing personal in this, Mr. Blank. 
We are simply conforming to our 
established policy.” 

This matter of “getting off on the 
right foot” may seem a little thing, 
but it really is of 
tremendous im- 
portance. 


Next week’s ar- 
ticle of this 


The _ subcon- series begins a 
set of  coilec- 


scious impres- cw f 

: rage tion letters for 

sion which e the hardware 

debtor registers, |§ merchant. They 

as a result of are too good to 
y miss. Watch for 

(Contin. on p. 84) them. 


4l 














HARDWARE AGE 
ADVERTISING 
SERVICE 

FOR THE 


my Make Every Summer Business — 
tising Message Ever Before | 


Me hbbbbbbbbbbrbrbhrbrbrotrtatrbntn bate 
hh he he be bh hi be he be he he bi ho hi hi hn hi 















No. V1 








Don’t Suffer from the Heat When an 
Electric Fan Is So Reasonable 


Clearance! 
Lawn Mowers 


wvyvvvvvvVvvuVvYVY_VVVVVvVvVTYVTT]? 


Right now you may secure a fine quality electric fan at 
a mere fraction of their former price. This sale pre- 
sents many wonderful opportunities. 


wVvVvVvVvVvVvVVYUVvuUVvV_VWVYVvVvVvVVVVTVeWVTwe@?T.?C 


Willie won’t dodge the next 
grass cutting if you buy him 
one of these easy running 
mowers. Special prices for 


(list Electric Fan this clearance sale. 


items in this space) 


(List Lawn Mower 
items here) 


STORE NAME AND ADDRESS 











6 


PSS eS SS SSS SSS SSS SSS SSS SSeS SS Cee Sse eee 


STORE NAME 


hpbbbbbbbbbbbbbbttrtr,trtrét 
i ha ho ha bi hi hi ha ha hi ha hi hi hi ha ha hi ha ha 


$O$OOS$OO4OO4645446066666 bb bGbbb bbb br be by by be bn be bn bp bp bp bp bp tn tp bp bp ip bp tp pt nn nin 





$OOOOOOO5454H44OOO 4464666646466 666b6b6bbbhbhbihihhhbbhb bbb bb 


vryvvvvvvvVvVvVvvVvVVVrvrvrvrvrvrvrvrvevweVweVeVeTTeTTee 


rVvVVVVVVVVVvVuVvuVvVvVVVVVVVWVVTWweTVTVTTTT 











No. V2 
@PEFHHFF+ H+ 4 4444444444446 
+ 





For that Great Moment 
How Are Your Golf Clubs? 


Don’t let the improper clubs interfere with your game, for 
during this sale you may secure the finest. of clubs at 
tremendous reductions. 














These Fine Oil 
Stoves, $0.00 


(Brand Name) oil cook stoves 
occupy less space, burn less oil 
and throw off less excess heat 
into the kitchen than any oil 
stove you have ever seen. Splen- 
did convenience for summer 
kitchen and for the bungalow. 
Come in and let us prove it to 
you for your personal satisfac- 
tion. 


STORE NAME 
FFF +t+++4444444444e44+@ 






(List Golfers’ Supplies 
in this space) 
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Sale of 
Kitchen 


Furniture 


Painted and unpainted 
kitchen furniture consisting 
of complete sets as well as 
separate pieces at lower than 
our usual low prices for this 
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+ July Sale. Here are some of + 
* them. + 
Ps (Items £ 
Rs and Prices) a 
+ STORE NAME ¢ 
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If you have local stereotyping 
facilities, request the complete 
sets of mats of all the advertis- 
ing illustrations of these two 
pages, enclosing your check for 
$1.25. If you need mounted cuts 
order them by number given 
under each cut, listing the num- 
bers in a column. Figure the 
charge of 35c. for each cut 
when less than ten cuts are 
ordered; when ordering ten cuts 
or more figure the charge at 
30c. for each cut ordered. En- 
close check with order, please 
—this saves bookkeeping for 
small amounts. Send all orders 


to 
HARDWARE AGE 
ADVERTISING FEATURE 


239 W. 39th St. | New York City 
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CLEARANCE SALES 


No. V8 
No thrifty man or woman should overlook the reductions dur- 
ing this great July Clearance Sale. Prices are lower now 
than they have been in years and this Event presents re- ‘ 
markable saving-opportunities for all. Be sure to be here. 
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Mop outfit, complete with dust- Fine quality Electric Iron, just 7 
ing mop, oil mop and can of oil. the thing for the hottest days. 
Very special at this price, 00C. Very special a this low price 

for clearance, $0.00. ; 
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Jalvanized Pails, good strong Stone Crocks, excellently made, : 
quality, will give long service. with tight fitting covers. This 4 
Very special for this July is a very low price for a crock 
Clearance Sale at 00c. of this kind. Special 00c. 


STORE NAME AND ADDRESS 
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Vacation Necessities 
for Train-Catchers 


If you are in a hurry be sure to drop 
in here before. train time. You will 
receive the quickest possible service 
and you may be sure you can get what 
you want. 


a 








(List Vacation items 
in this space) 
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When Seasonal Goods are inj 





HERE is a 

regular 

demand 
throughout the 
summer months 
for lawn and gar- 
den goods, but 
you can ride with 
that demand a lot 
further if you 
back it up with 
displays and sales 
effort. The win- 
dow at the left, 
trimmed by the 
Lawson Lumber 
and Coal Co., 
Royal Oak, 


Mich., is one you 
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inj Demand Put Sales Etfort to Work 


can put to work at this season. John V. Ress & Sons, Tell City, tools. This is a mass display 
Canning season approaching, Ind., used the window at the and is one that interests the aver- 
the window by Vandervoort bottom of the page, featuring age home owner. 
Hardware Co., Lan- 
sing, Mich., bottom of 
page 44, will be useful 
to dealers in many sec- 
tions of the country. 
Note the display of 
paring knives in the 
center foreground. 
Merchandise to 
lighten the housewife’s 
duties is featured in 
Chas. Brown & Son’s 
(San Francisco, Cal.), 
window, top of page 
45. This is also a par- 
ticularly seasonal win- 
dow at this time. 
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ET’S go! Summer 
is here in earn- 
est, and we will 


have to keep those win- 
dows shouting for at- 
tention. People are in- 
clined to be lazy in 
summer, and if we 
don’t put extra effort 
into our displays and 
selling they are apt to 
go to sleep on us altogether. 
There’s no money in a snoozing 
pocket. So we are going to get 
up a tool window that is out of 
the ordinary run. It is lots easier 
than it looks, too. 





That background is just di- 
vided off with small molding, and 
the shaded part covered with 
orange material or painted. The 
large sign takes up about one- 
half of the total width of the win- 
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Build Summer Trade wit 


dow background and 
is lettered in black. 
For easy spacing and 

- character of lettering 
we have the chart here- 
with for our guidance. 
There is nothing 
more to explain in con- 
nection with this win- 
dow, as it is clearly 
shown in the drawing. 
But don’t forget to put price 
tickets and to include in them 
some descriptive matter that will 
make the customer wish to own 
the merchandise. Some card 
writers make use of catalog de- 
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hese Interesting Windows 


scriptions to aid them in 
getting brief and telling 
lines for their cards. Men 
who write these descrip- 
tions that tell, in small 
space, all about the mer- 
chandise, are highly paid 
and what they write usual- 
ly sells the goods. Use 
their brains, along with 
your own. 

Look at that cutlery win- 
dow. That sign is just 
about to catch a customer 
for your store. Smiles and 
good humor are sure to 


lead to the frame of mind that 
spends money for cutlery, and 
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that sign certainly can be counted 
upon to produce smiles. It’s 


easy to make, too. All 
you have to do is to square 
off a big piece of compo 
board with the same num- 
ber of squares as there are 
on the chart herewith and 
copy the picture, from 
square to square. Of 
course when the job is 
sketched, take off the light 
periciled squares with art 
gum and you can then be- 
gin to go over it with 
strong show card colors. 
Orange would be a good 
color to use as a_back- 


ground where the shaded part 
appears in our illustration. 
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Expression of Thanks to President Hoover for 


Omitting the International Conference 


By SAUNDERS NORVELL 


at ex-President Coolidge’s daily articles. There was 

one rather bitter cartoon representing him as the 
High Priest of the Obvious. I read “Calvin Coolidge 
Says” every morning. I have learned something from 
every one of these articles. I have found them interesting. 
Of course, some of the articles are more interesting to me 
than others. It must be remembered that no man who ever 
lived can write an article every day, or as far as that is 
concerned every week and always be interesting. Besides 
that to make an article interesting both the writer and 
reader must be in accord. The writer must be writing 
something that the reader wishes to read, and the reader 
must be reading something in which he is interested. For 
instance, with me a sports writer might be the best in the 
world, but when he would write an article on football it 
wouldn’t interest me in the slightest. I would be bored 
stiff. Football does not interest me. I have never played 
football, do not know the rules of the game and when I 
see a game it reminds me of scrambling eggs. On the 


\ LOT of fun, not all good natured, has been poked 


other hand, if I happen to see an article on the subject 
of golf I am immediately interested. Some of these golf 
articles hold my attention because I try to play golf. I 
know something about the game. 

One of my critics remarked that my article last week in 


which I stated that the panic started on Wall Street, but 
the recovery would come from Main Street was just piffle. 
Now I entirely disagree with this criticism. I believe I 
struck a fundamental thought when I suggested by the 
above phrase that our return to prosperity wouldn’t come 
from the bankers and the great corporations, but would 
come from an improved state of mind and improved buy- 
ing from all of the people who live in Main Street towns 
all over the country. This may be piffle, but to me it is 
interesting. Now I am not criticising my critic, I am 
simply making these remarks to illustrate that almost 
every person has a different point of view. 

A certain house was advertising boys’ rifles and ammu- 
nition. In their consumer advertising, intended for boys, 
they called attention, with illustrations, to the fun of 
shooting a tin can off a post. One of the leading rifle 
experts in the United States, a General in the United States 
Army, and a man who is very much interested in de- 
veloping marksmanship among boys, took the time and 
trouble to call on this house to criticise their advertising. 
“How much better,” he said, “if you would advertise shoot- 
ing at a target, keeping a record of shots, bringing in the 
idea of competition in shooting between boys.” The 
General stated that training the boys to shoot at targets, to 
watch their records, to compete with each other would be a 
far greater advertisement than simply to recommend their 
taking a shot at any old tin can on a post. The executives 
of this company agreed with the General. His position 
was absolutely sound and logical, and as a result this 
company will change their advertising from tin cans to 
targets. 
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President Hoover’s proposition to allow Germany a 
moratorium of one year is met with universal favor. There 
is nothing new in this idea. It has been proposed before, 
but someone has said nothing prospers except at the right 
time. This proposition of President Hoover’s naturally 
had great weight, coming from the President of the United 
States, and it also came at a time when the situation was 
badly needed. 

Germany is simply a buffer state between Russian radi- 
calism and European civilization. If Germany should col- 
lapse the Bolshevik will flow westward over Europe in a 
great tide. This outstanding fact is back of the whole 
idea. Order and stability in Germany must be maintained 
at any price if we wish our present form of civilization 
to endure. 

There is one thing, however, that President Hoover did 
in connection with this proclamation for which I could 
hug him. He said he wishes instant replies from the other 
countries without any conferences, conventions or gather- 
ings at Geneva, London, or elsewhere. Check and double 
check. Hurrah and Hurrah! This is the first death knell 
to national, international and business conferences. All 
of us would be delighted to do our work and keep up with 
our correspondence and write better articles if we did not 
have to attend conferences. A long conference is very 
hard on the nerves. I am sure that many of these cases of 
nervous prostration among business men are brought on 
by conferences. It is a terrible thing to sit in a meeting 
and listen to someone slowly give birth to an idea. It is 
terrible when the meeting is called, just to discuss one 
subject, to have the usual man sidetrack the whole discus- 
sion to some little detail, which was not to be discussed 
at all. But the Chairman must be polite. Large stock- 
holders must be considered, and so all of us suffer. 

Mr. Hoover deserves a universal vote of thanks from 
this country, not so much for his proclamation that there 
must be a moratorium for Germany but because he said 
this plan must be carried out without any meeting of 
diplomats for a conference. Mr. Hoover we are under 
an eternal debt of gratitude to you. 

By the way, do you know how Napoleon Bonaparte held 
his councils of war? If he had time he called his generals 
together, stated the situation and each General in his turn 
gave his ideas. When they had all spoken the conference 
was at anend. There was no argument. Then Napoleon 
sat down and alone wrote out the plan of the campaign. 
Napoleon was willing to listen to any information his 
generals would give him, but he was not willing to argue 
with them as to the best manner in which to conduct a 
battle. The job of running the battle was Napoleon’s job. 
It was his responsibility and he accepted the responsibility. 
All he asked of his generals was information. When he 
was clear-headed upon the facts of the situation Napoleon 
knew what to do. 

Again Mr. Hoover we thank you for putting the “kibosh” 
on the international conference in regard to Germany. 
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OR a full week the world 
fi: been exposing itself to 

the contagion of good will. 
That right-about-face in thought 
and feeling is today the most 
dynamic and significant factor in 
the business outlook both at home 
and abroad. 

President Hoover’s debt pro- 
posal has produced effects that 
are without a parallel since inter- 
national relations began. For 
months men in every land have 
been looking for the first sign of 
a turn toward better things. In 
our own country it has been 
loudly complained that we had 
neither leadership nor plan. 

In a single week-end hour at 
Washington both leader and plan 
suddenly appeared, and in the 
same hour the leader applied the 
power that was to make the plan 
effective. What was the power? 
Nothing more and nothing less 
than the age-old impulse of Good 
Will. 

More than any other factor, ill 
will—between nations, between 
political partisans, between busi- 
ness competitors—has been out- 
standing in this depression. None 
that preceded it has been marked 
by such intense expressions of 
bitterness. Statesmen in one 
nation charging responsibility 
upon those in another; political 
spokesmen arraigning opposition 
party leaders; publicists and 
economists assailing legislative 
and administrative policies and 
excoriating those in authority for 
failure to find the way out; busi- 
ness men using unethical meth- 
ods to wrest orders from com- 
petitors—such has been the sorry 
record of the past two years. 

Meanwhile, men have been 
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Good Will Turns the Tide 


By A. I. FINDLEY, 
Editor Emeritus The Iron Age 


talking about a future war as one 
that might end civilization, little 
realizing that so much ill will 
was abroad—between nations, 
and between parties and inter- 





A. I. Findley 


ests in the same nation—as 
actually to create a world-wide 
state of war. 

And now for a full week the 
world has been under the spell 
of a new spirit. Never has there 
been such world-wide accord on 
any matter affected with an in- 
ternational interest. The good 
will that went out from Washing. 
ton has been answered by good 
will from every corner of the 
globe. A great incubus has been 
lifted from international rela- 
tions, from business between na- 
tions, from domestic business in 
every land. 

No, the animosities have not 
been healed and the economic 
millennium has not dawned. 
All the distress of an unparal- 
leled depression is still with us. 
But we have had a week crowded 
as no other has ever been with 
world-wide approval of a great 
message of good will, and the 


right solution of our vexing prob- 
lems has thus been advanced im- 
measurably. Outweighing all 
other gains from the President’s 
proposal are those that will flow 
from its sheer friendliness. 

In all the experiences of Amer- 
ican business men through these 
trying months, beginning with 
the crash of 1929, too much of 
our thinking and planning has 
been in material and mechanical 
terms—in the language of charts 
and cycles and of this and that 
barometer of trade—so much so 
that the well being of our people 
has been treated as a product of 
mechanization along with the 
rest. Too little have we thought 
of its moral side, even in the face 
of well defined factors of de- 
terioration in civic life, in busi- 
ness, and in community and 
home standards. 

How fast we come up out of 
the slough will depend more on 
the rate of repair of the moral 
factors than of those which lie in 
the domain of politics and eco- 
nomics. 

Thus, in setting in motion a 
wave of good will that has gen- 
erated courage, confidence and 
hope, President Hoover has been 
of incalculable help in putting 
his own country and all the world 
on the road back to better times. 

Whatever the minor fluctua- 
tions in the few months just 
ahead, his act splendidly marks 
the turning of the tide. Let his 
countrymen give themselves with 
a new resolve to the high enter- 
prise of increasing the store of 
good will—internationally, po- 
litically at home, in business with 
the world, and in business with 
one another. 

















































O arrangement of the store 

interior is complete until 

the sales force have been 
properly trained in its use. 

Each sales person should know 
why certain displays are arranged 
the way they are. They should 
know the profitable items to en- 
able them to suggest the sale of 
these items. 

It only goes to prove again 
that store equipment and store 
arrangement are tools with which 
the business secures customers 
and sales. 

Many sales people in hardware 
stores could do a better job if 
only a little more thought were 
given to this important subject. 

Before changes are made in 
the rearrangement of the store, 
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Here is a suggestive arrangement for displaying builders’ hardware on a standard size open display counter. 


Training the Sales Force 


One of a Series of Articles on 


Planning a Hardware Store for 
Profit @ by JOHN H. GANZER 


talk it over with the sales people. 
Ask their opinion. Answer their 
objections if they have any. Let 
them feel that you, as owner or 
manager, respect their opinions 
and let them know that you are 
looking for constructive sugges- 
tions for the good of the entire 
store. 


Handling Fault Finders 


You will find a few “smart 
alecks” that will only be able to 
tear down what someone else has 
built up without offering some- 
thing in its place. But this type 
of sales person, especially in these 
days, are few and far between. 

The average sales person in 
the hardware store today appre- 
ciates the value of proper mer- 


chandising methods in working 
out his or her own success, as 
well as the success of the entire 
business. . 

If you let them feel that they 
have had a part in planning the 
new arrangement, they will also 
cooperate more closely to make 
the new arrangement successful. 
They will know what it is all 
about and will feel a certain sense 
of responsibility to see that the 
new plan is used to the greatest 
possible extent. 


‘Regular Meetings 


Once imbued with the spirit 
of helpfulness in merchandising, 
regular meetings should be pro- 
vided to keep up interest.~’ 

In a large store these meetings 


Change your 


counter displays frequently and keep them bright and clean if you would get best results. 
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Fig. 27 


Very few women or men could pass a display of items as suggested here without buying something. It would only take a 
few minutes to arrange one of your standard size display counters in accordance with this proven counter plan. 


may be held weekly, twice a 
month or monthly, and may be 
made a big event. 

In smaller stores, it may be 
simply inviting the two or three 
sales people out to the house or 
over to the hotel to dinner. Then 
with a previously prepared pro- 
gram, the conversation can be 
directed along merchandising 
lines. 

None of us like to feel that 
we are just a cog in a wheel to 
click when something else does. 
The retail merchant that stifles 
the enthusiasm of the members 
of his sales force, is losing a big 
advantage to his business, yet I 


see it done every day and en- © 


tirely unintentionally. 


Parcel Post Export Shipments 
Are Shown in Recent Report 


(From Our Washington Bureau) 

Parcel post shipments of safety-razor 
blades to foreign markets in 1930 were 
valued at $588,355 as against $750,063 
in 1929, according to statistics made 
public by the Department of Com- 
merce. These shipments exceed parcel 
post exports of iron and steel manu- 
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Meeting Salesmen 


With a little forethought, some 
meetings can be arranged to in- 
clude the salesman from whom 
some of the stores major lines 
are purchased. This gives the 
manufacturers’ salesmen an op- 
portunity to pass on to your sales 
people, more complete informa- 
tion to help them in selling more 
merchandise. 

From these manufacturers or 
jobbers salesmen, you will also 
get many valuable helps on mer- 
chandising, especially where it 
relates to their own lines. 


Make the Start 


At first thought you may feel 
something of this kind is a little 





factures, which were valued at $499,751 
last year and $699,590 in the previous 
year. They also were greater than 
parcel post exports of electrical ma- 
chinery and apparatus which were 
valued at $412,175 and $402,918, re- 
spectively. 

Parcel post commercial shipments of 
American merchandise to foreign coun- 
tries during 1930 in packages valued 
at $25 and over aggregated $20,510,033 


difficult to attempt. You may 
feel that it is good for some other 
store, perhaps a larger one, but 
not for your store. 

But don’t let this feeling keep 
you from going ahead. It may 
be a little embarrassing at first, 
but there is nothing that will 
bring greater results to your store 
than a close working arrange- 
ment with your sales people in 
a merchandising way. 

Provide them with the best 
working tools you know how in 
the form of store equipment and 
store arrangement, and then help 
them to use these tools in the 
most intelligent manner. 

It will be worth many dollars 
to you. 


as against $26,656,988 in 1929. Di- 
rector William L. Cooper, of the 
Bureau of Foreign and Domestic Com- 
merce, said that the statistics are in- 
dicative of the fact that many inland 
manufacturers of articles which lend 
themselves to exportation by mail are 
finding profitable foreign outlets for 
their products, since many of the pack- 
ages included in the shipments orig- 
inated in inland cities and ‘towns. 
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The Howell Store 


Billy, son of the new 

N. R. H. A. Presi- 

dent, has won many 
golf honors. 

























The Howell Personnel 


From a thoroughly suc- 
cessful retail hardware 
store comes the new 
N.R.H.A. President. He 
and his brother George 
have an interesting 
twenty-five year record. 


The Business Progress of 


Tom Howell 


By CHARLES J. HEALE 


Howell borrowed $10,000 to purchase C. 
W. Vaughan’s hardware store in Richmond, 
Va. Tom was a jobber’s salesman and had been 
a hardware clerk in Hopkinsville, Ky. His brother 
was an insurance clerk in St. Louis, but had 


(Loretto IVE years ago, Tom and George 


previously practised law in Hop- 
kinsvitle. Such was the modest 
beginning of the now important 
firm of Howell Bros., from which 
the National Retail Hardware 
Association selected brother Tom 
as its president at the close of 
last week’s convention. 

Inventory of assets acquired 
in the purchase of Vaughan’s 
store included $4,000 worth of 
merchandise, Phil Clark, colored 
porter, a delivery cart and an 
old horse called “Pete.” Today, 
merchandise inventories at about 
$80,000. Phil is the store’s effi- 
cient receiving clerk. The cart 
and old “Pete” are gone and 
have long since been succeeded 
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Richmond from the 
James River 


by motor trucks. The normal 
store personnel is 32. Annual 
sales volume for some time has 
been well above the quarter mil- 
lion dollar mark and for twenty 
years without a break each year’s 
sales record passed that of the 
previous year. 

For twenty-five years it has 
been an unbroken rule that 
either Tom or George be on the 
sales floor at all times. This in- 
sures efficient and courteous ser- 
vice to all customers and gives 
both of the principals a first-hand 
knowledge of their own business. 
Neither of the Howells has ever 
been afflicted with the desk and 
office disease that ruins so many 
otherwise good merchants once 
they get on the cash discount 
basis. These men know that all 
success comes from planned 
work. Both have actually en- 
joyed a quarter of a century of 
real hard work, the fruits of 
which are well deserved. Both 
have desks in the rear mezzanine, 
but their desk work is done after 
the store is closed. 

The store’s operations are di- 
vided into seven main depart- 
ments. George Howell and A. E. 
Dixon have charge of paints, 
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paint sundries, golf, tennis and 


athletic goods. Tom Howell spe- 


cializes in tools and cutlery. 
Electrical merchandise and sup- 
plies and the house furnishings 
stocks are under the care of H. 
R. Taylor. J. S. Franklin super- 
vises builders’ hardware and 
supplies. Robin A. Frayser takes 
care of toys, radio, electrical re- 
frigeration, camping, hunting 
and fishing equipment. All book- 
keeping and accounting is under 
the direction of E. D. Butts, and 
shipping, receiving and de- 
liveries are handled by William 
McKissnick. 


Well Departmentized 


Each of these department 
heads is virtually conducting a 
little business all his own. Each 
has not only the responsibility of 
his stocks, but also the necessary 
authority for buying, changing 
lines, pricing and seeing to it 
that his lines show sales at a 
profit. Only on a major invest- 
ment is it necessary for one of 
these managers to consult with 
either of the principals. This 
intelligent plan of department- 
ization builds morale and makes 
each manager more interested in 


The White House of the Confederacy now 





Monument Avenue, 


Richmond, Va. 









his job. It means that the con- 
dition, care and display of his 
own lines is a personal matter— 
all of which develops real re- 
tailing efficiency. Other mem- 
bers of the store organization are 
assigned to assist these managers, 
the division being made in ac- 
cordance with requirements. One 
or two departments will have 
two or three assistants, others one 
and one or two none. 

This break up of the personnel 
does not permit any one to be- 
come a prima donna for each 
must always pinch hit in all de- 
partments when occasion re- 
quires it. It does however pro- 
vide an extension of the depart- 
mentization plan and permits the 
manager to delegate to his co- 
workers control and display of 
parts of the stock. Thus each 
Howell employee has some re- 
sponsibility and has a definite 
opportunity for proving his indi- 
vidual worth. Naturally these 
department heads become fairly 
expert in their own lines and so 


it is incumbent on each to act as 
(Continued on page 98) 
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Little River, Fla., 
has a population 
of only 1500, but 
M. E. Ozee has 


done more than 


200.000 
Business 


in equipment and 
service for gaso- 
line, pressure 
type, cook stoves 
and heaters in 
eight years. 


IVE miles north of Miami 
H on the old Dixie Highway 

is the little hamlet of Little 
River, Fla., with a 1500 popula- 
tion. In this litthke community 
the Little River Hardware Co. 
facing big time competition from 
nearby Miami and Miami Beach, 
sold during the last eight years 
more than $200,000 worth of 
equipment and service with a line 
of gasoline, pressure type, cook 
and heating stoves, water heaters, 
etc. This firm whose location is 
certainly not an advantage has 
become the largest distributor of 
this kind of merchandise in the 
South. 

M. E. Ozee, part owner and 
manager of the business, is the 
man who put the line over. He 
tells the full, interesting story: 
“A salesman we have known for 
many years high pressured us 
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into putting one of these gas 
pressure stoves on display. He 
told us if it didn’t sell he’d take 
it back. On that basis, and only 
on that basis, we agreed to take 
the goods. Well, sir, twenty min- 
utes after it was set up and ignited 
in the front of the store a cus- 
tomer had the stove and we had 
his $37.50. When the salesman 
called a week later he insisted 
that we try three. models. We 
did, and sold them all in less 
than two weeks. That was eight 
years ago. Since that time it has 
become my personal hobby and 
one of the most active and profit- 
able lines in stock. 

“Tests convinced us that this 
type of equipment would operate 
efficiently and that at our local 
rate was one-third cheaper than 
gas and one-fifth less than elec- 
tricity for cooking and heating 
water. Well the first thought we 
had was that there must be hun- 
dreds of tea rooms, restaurants, 
etc., in Miami and Miami Beach 
whose stoves were going all the 











Mr. Ozee in his parts depart- 


ment. On the counter are 
seven types of burners ready 
for demonstration. 


time. Cutting their fuel bills 
down from one-third to one-fifth 
would make easy sales. 

“We canvassed every hotel, 
lunch room, restaurant, tea room 
and cafeteria in those towns and 
after a lot of foot work began to 
get some business. As soon as 
we had a dozen outfits working 
the rest was easy. We referred 
prospects to the nearest satisfied 
user, and usually made the sale. 
We have equipped more than 150 
restaurants and at least 5,000 
other kinds of eating places. We 
have gone after the winter tour- 
ists and the all year folks and 
everybody whose name and ad- 
dress came our way. We sent 
out thousands of circulars, called 
on hundreds of people and held 
demonstrations in our store. 
People here for the winter only 
have bought a second outfit for 
use at home in the summer. 

“Of course, it isn’t all easy. 
Our service truck is available 
twenty-four hours a day and of- 

(Continued on page 99) 
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The Story of the Cleveland Congress 


The 32nd Annual N.R.H.A. Congress Erects Arch of 
Master Hardware Retailing and Adopts Standards for 
Henry Brown’s Ideal—The Master Hardware Retailer 











HE pro- 
gram of 
the thirty- 
second Annual 
Congress of the 
National Retail 
Hardware Asso- 
ciation, held in 
Cleveland, Ohio, 
June 22 to 25, 
1931, centered 
around the evo- 
lution of Henry 
Brown and the 
ideal .to which 
he aspires—The 
Master Hard- 
ware Retailer. 
Other con- 
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or Master Mer- 
chant. 

The progress 
of the program 
was graphically 
illustrated —_ by 
the building of 
an arch with the 
keystone repre- 
senting the man 
himself. Each 
day as the pro- 
gram devel- 
oped, the stones 
of the arch were 
laid until the 
structure was 
completed. 

On the broad 


base of Hard- 














gresses in the 





past have 
studied the prob- 
lems and obligations of the 
hardware retailer, together with 
his opportunities. The points 
brought out in those meetings 
have been put to actual test over 
a period of years. In the Cleve- 
land Congress the spotlight was 
turned upon the progress that 
had been made, and a set of 
standards was drafted, defining 
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Courtesy Building Arts Exhibit, Inc., Showing Cleveland Terminal Group Plan 


the acme of efficiency in hard- 
ware retailing. These standards 
portray the qualifications of The 
Master Hardware Retailer, point 
out what he should do, and fur- 
nish a chart for his course. 

On this set of standards, the 
hardware dealer may be rated 
as he strives for the designa- 
tion—Master Hardware Retailer, 


ware Retailing, 
E. B. Gallaher, 
Norwalk, Conn., treasurer, Clover 
Manufacturing Co., and editor of 
Clover Business Service, laid the 
cornerstone of Fundamental Mas- 
ter Hardware Retailer Require- 
ments. It was a masterly presen- 
tation of the subject affording a 
ground work for the Congress de- 
liberations, as well as for the State 
conventions of the coming year. 
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NEWLY ELECTED 
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From then on the program de- 
veloped until newly elected Pres- 
ident Thomas B. Howell capped 
the arch with his beautiful word 
picture of The Master Hardware 
Retailer Himself. 


As each stone of the arch was 
presented, the key speaker was 
followed by others who stressed 
various points of his address, and 
paved the way to general dis- 
cussions. 


MONDAY NIGHT. The Opening Session 


ITH customary formalities the 

opening session was held Mon- 
day night, with President W. B. 
Allen, Palo Alto, Cal., presiding. 
William Moore, Detroit, Mich., treas- 
urer of the Michigan Association, de- 
livered the invocation. The roll call 
of the States was handled a little 
differently. Each secretary brought 
to the front a State pennant. The 
pianist rendered appropriate music 
suggesting the name of the State 
or the melody of the State uni- 
versity song. B. Christianson, secre- 
tary of the Wisconsin Association, 
led the singing of America and the 
congress was under way with the 
annual address of the president. 

Expressing the opinion that busi- 
ness was now approaching the up- 
grade and that the ascent will be 
gradual, President Allen referred to 
the past year as one which will be 
long remembered as the most difficult 
in the experiences of those present. 
He said the National Association for 
the first time in many years had had 
an income much less than its expendi- 
tures, due very largely to the loss 
in advertising income of the Hard- 
ware Retailer, which source he said 
was a large factor in financing the 
association’s activities. 

“History repeats itself,” continued 
Mr. Allen. “We must stop to con- 
sider that this is not the first de- 
pression through which the world has 
passed. Since it has come through 
the others to greater prosperity, it un- 
doubtedly will survive this one in 
these times of organized study by 
business associations. But it is the 
application of this study by individ- 
ual concerns that will count. 


Reviews Year’s Work 


“Upon our frankness in facing the 
present situation, in studying it from 
the point of view of the hardware 
man, and planning to meet its chal- 
lenges depends our ability to cope 
with its problems.” 

The president then spoke of the 
much appreciated courtesies extended 
to Mrs. Allen and himself during 
the recent convention season and also 
commented on the past year’s work 
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of the national body which led to 
the preparation of the 1931 congress 
program. He urged that this be given 
earnest attention and participation 
that the findings might be taken back 
by delegates for use in their own 
local groups. 

At the close of the annual address 
N. R. H. A. Director Hugh F. Mc- 
Knight, Pittsburgh, Pa., on behalf of 





S. McCLELLAND, Stanley Works, and HUGH 
F. McKNIGHT, Pittsburgh, newly elected 
Vice-President 


the board of governors presented to 
Mr. and Mrs, Allen a silver console 
set. The gift was appropriately ac- 
knowledged by the recipients. 

As a preliminary inspiration for 
the week’s study Dr. Jean F. Car- 
roll, director, Bureau of Market 
Analysis, Meredith Publishing Co., 
Des Moines, Iowa, told of the Master 
Farmer and Master Home Maker 
movements, drawing comparisons 
between those activities and the goal 
of the congress. His talk was 
titled, “The Master Craftsman,” and 
in it he brought out the origin of 
rating for skill in various fields of 
endeavor. 

Bringing his story up to date and 
leading into its application to retail- 
ing hardware Dr. Carroll said in 
part: “The Master Craftsman Store- 
keeper of twenty years ago was the 
man who took great pride in his 
stocks because he knew that he was 
rendering a real service to the people 
of his community by assembling for 
them the best goods available. That 
personal remuneration which comes 
to a person when he knows that he 


had done a job well was present 
with the master craftsman store- 
keeper as it was with the other types 
of master craftsmen which we have 
discussed. In the days of the seller’s 
market there was little overlapping 
between the various types of retail 


stores. Hardware stores carried 
hardware, drug stores actually 
stressed their drug departments, and 
department stores did not sell every- 
thing under the sun.” 

“The big job for the merchant to- 
day,” he continued, “is to stock the 
goods which the customer is demand- 
ing, for the consumer is saying very 
loudly, ‘I will tell the manufacturer | 
what to make and the retailer what 
to sell and if they refuse to make 
and sell just what I want I will take 
my trade elsewhere.’ ” 

He then emphasized the need for 
adding related lines and recom- 
mended for example that those spe- 
cializing in builder’s hardware add 
lumber and other building require- 
ments. 


Tuesday Morning 


UESDAY morning the congress 

got under way for its study of 
the theme, “The Master Hardware 
Retailer,” with E. B. Gallaher, treas- 
urer, Clover Mfg. Co., Norwalk, 
Conn., delivering a talk on the funda- 
mental requirements of a master 
hardware retailer. Sounding the 
keynote for the week’s study, Mr. 
Gallaher gave a very careful de- 
tailed analysis of his interpretations 
of the subject. Because of its gen- 
eral interest and of its application 
to the entire program the text of 
this talk will appear next week in 
full. From it we quote in part 
the following outstanding high 
lights: “When a merchant comes to 
town, he literally says to the com- 
munity, ‘Let me buy your goods for 
you; I can buy cheaper and better 
than you can. I am an expert in 
my line. I know what goods are 
available—many more than you pos- 
sibly can know of, so I can offer 
you greater and better selection. I 
also know values and prices. I know 
what things are worth better than 
you—so in buying I can protect you, 
both when prices are going up and 
when they are coming down. 


A Hefty Promise 


“ Don’t waste your time shopping 
about—come to me—let me be your 
purchasing agent, and you will al- 
ways get the newest and best things 
at the right price.’ 

“Now, having said or implied all 
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Cal., President, Southern Cal. 


Jos. V. Guilfoyle, Secty., Southern California Ass’n.; Geo. D. Green, Long Beach, 
Ass’n., and 


W. B. Allen, Palo Alto, Cal., 


Retiring N. R. H. A. President Who Presided Over Cleveland Congress. 


this, have we always lived up to our 
promises? I know this is a whale of 
a promise, but if we will analyze it, 
we will see that this is exactly the 
function of the merchant. Anything 
short of the complete realization of 
this means we have failed to that 
extent in performing our duty. 


“Our master merchant must as- 
sume the responsibility 100 per cent 
for being purchasing agent in his 
line for his community. If he fails 
in any essential, he is no longer a 
master merchant. He is violating a 
trust. He is an imposter. He is ask- 
ing pay for work he is not doing. 
He should be given the gate just as 
we would discharge a careless and 
inefhcient purchasing agent in our 
own business. He has no right, eco- 
nomically, to exist—the conditions 
are identical, for in his case we are 
paying him a commission to buy for 
us, while in the other case we are 
paying a salary. 


Buy for Community 


“Each community is more or less 
different—so in being purchasing 
agent for our community we must 
first find out what our customers 
want. We must be sales-minded.” 


From this point on Mr. Gallaher 
developed in further detail the va- 
rious phases of the obligations re- 
ferred to. An informal discussion 
followed under the leadership of L. 
F. Wolf, Mount Clemens, Mich. 


Outlining the policies which should 
guide the merchant in his relations 
with the public, suppliers, employees 
and all others with whom he has 
business contact, W. B. Martin, Mans- 
field, Ohio, N. R. H. A. director, said 
the master merchant will regard his 
institution as a service center, where 
patrons will make their selections and 
purchase their requirements. He will 
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consider displays from the stand- 
point of the customer and will pro- 
vide a store that invites people by 
keeping it neat, clean and attractive, 
particularly to interest the women 
customers. Merchandise prices will 
follow the market, he said, and 
service will include modern colors, 
shapes and sizes, displayed for sav- 
ing the customer’s time. 

As the merchant is the customer 
of the supplier, said Mr. Martin, he 
should expect and_receive like treat- 
ment. He must receive shipments or- 
dered, account honestly for the same, 
pay when invoices are due, deduct 
cash discounts only as agreed, and 
refrain from imposing upon sources 
of supply for replacements, and other 
extra services when unwarranted, or 
when the services should be rendered 
by the retailer himself. 

In selecting personnel the speaker 
declared that management must de- 
termine policies and adhere to them, 
for an error in selection results in 
loss and waste. The modern type of 
store demands a well organized per- 
sonnel—individuals detailed to spe- 
cific duties but not withholding ob- 
ligation on the part of each one to 
perform any task not specifically as- 
signed when that task is to be per- 


The Iowa Delegation. 





formed. The welfare of the employee 
is of serious concern to management, 
he continued. We must not forget 
the part taken by them in the years 
of service, with loyalty and devo- 
tion, and must recognize that they 
are entitled to a decent living. 
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Even without a request for same, 
the master hardware merchant will 
tender a detailed financial statement 
annually to his. bank, so that the lat- 
ter may .intelligently advise and as- 
sist the dealer in his financial prob- 
lems, the speaker continued. Com- 
mercial agencies should be provided 
with the same information as should 
all others who have a legitimate use 
of such data. It is a good policy to 
owe your bank, if you have to owe 
anyone, and bankers will tell you 
this is good business. Credits he 
called a most valuable privilege, but 
also a perilous venture. Essential in 
present-day business, it should be 
used and not abused and extended 
only to patrons who furnish accep- 
table reports. When arranging for 
credits, customers should understand, 
agree and live up to the arrange- 
ments as made. Should they for rea- 
sons beyond their control be dis- 
tressed and unable to meet such ob- 





Can You Name Them? 


HARDWARE AGE 




















byee 
ent, 
rget 
ears 
evO- 


hey 





ligations, special consideration must 
be given intelligently and with dis- 
crimination. A definite credit policy 
properly explained in the beginning 
prevents later difficulties. 

In obtaining necessary forms of 
insurance, a study of conditions af- 
fecting rates may suggest a means 
for reducing the same, the most im- 
portant being -protection from fire 
and liability. 

A short informal discussion under 
Mr. Wolf’s direction followed. Then 
Birney D. Spradling, Spradling, Car- 
ter & Jordan, Indianapolis, Ind., ac- 
countants, spoke on business records 
which he said would vary in accord- 
ance with individual needs. No mat- 
ter how large or small the volume, 
there are certain facts which must be 


recorded to properly inform and in- 
telligently guide the merchant toward 
profitable Operation. He said figures 
should have personality that would 
offer last year’s records as an under- 
standable basis for planning next 
year’s operations. They should be 
considered as the history of a busi- 
ness and need not be complicated. In 
urging dealers to plan for adequate 
accounting, the speaker conceded that 
there were, of course, many exam- 
ples, known to all, where business 
firms without the least semblance of 
records had: prospered, but he em- 
phasized that modern competitive 
conditions made it necessary for the 
average, present-day dealer to know 
more about the facts of his business 
than ever before. 


TUESDAY AFTERNOON SESSION 


HE Tuesday afternoon session 
started with a forum discussion, 
which dealt with merchandising pro- 
cedures of Utility Companies. R. J. 
Atkinson, Brooklyn, read the state- 
ment of merchandising procedure 


submitted to the Electrical Merchan- | 
dising Joint Committee by the Util- | 
ity Sub-Committee at its meeting in | 
Atlantic City on June 9 of this year. § 

It embodies a recommendation that © 
electric utility companies take the = 
initiative in bringing about confer- 7 
ences with dealers in their localities 7 
to the end that mutually acceptable © 


procedure be recognized, adopted 


and put into use for governing sales | 
of electric appliances and promoting | 


the use of electric service. 

Mr. Atkinson likewise read a simi- 
lar set of suggestions for the guidance 
of gas companies as a basis for pro- 
moting cooperative trade relations. 


people to enter the store. It should 
be painted at least once a year. The 
store entrance should be on the level 
with the sidewalk, as steps retard the 





Dr. Jean Carroll and Birney Spradling— 


(The text of both recommendations two of the speakers at the Cleveland 


appears on page 62 of this issue.) 

Hugh Cuthrell representing the 
American Gas Association then ad- 
dressed the convention, stressing the 
need of cooperation and the promo- 
tional rights of the utilities. Marshall 
E. Sampsell, president, the Society of 
Electrical Development, also spoke 
in a like vein. Discussion was re- 
served for a later date. 


Casey on Store Fronts 


The first speaker on the regular 
program was Charles H. Casey, secre- 
tary of the Minnesota Retail Hard- 
wate Association. His subject was 
“Master Retailer Store Fronts,” and 
was illustrated with.lantern slides. A 
store front, he said, provides char- 
acter for the store, display for the 
merchandise and invites and tempts 
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entrance of many customers. The 
right height of the window floor, he 
said, should be one that will bring 
the merchandise up nearly on a level 
with the eye of the passerby. Small 
items should be well raised in the 
display and near the glass; large 
items should be quite low, so that 
the eye of the customer gets a correct 
perspective. This entails two types 
of windows: high side windows, 
shallow in depth, and a low deeper 
window for the center. He recom- 
mended a roomy shopping arcade 
with open space between the side 
windows so that all three windows 
may be easily viewed. He described 
an ideal window with proportions 
based upon the size of the store. Tak- 





Chas. R. Young, Windsor Locks, 

Conn., and Chas. Freeman, Branford, 

Conn., President and Secretary of 
Connecticut Association. 


ing an ideal front of 32 ft. for a 
large store and 21 ft. for a small 
store, the windows should be 8 ft. 
in depth. The narrow shallow 
windows running parallel with the 
building should be raised up from 
the sidewalk level 30 in. and each 
should be from 30 in. to 36 in. deep. 
The floor of the center window 
should be only 12 in. from the walk 
level, approximately 7 ft. wide and 
4 ft. to 5 ft. deep. Each window should 
be approximately 6 ft. high inside. 
Mr. Casey emphasized the impor- 
tance of using good hardware on the 
store door. He also called attention 
to the necessity of good store signs, 
one an overhanging electric “Neon” 
sign that can be read from either di- 
rection and another flat sign across 
the front. He likewise gave advice 
as to show window floors and back- 
grounds. He recommended the use 
of a well proportioned cloth valance 
inside the upper part of the window 
to hide the window reflectors and 
keep the glare out of the window 
shopper’s eyes. The balance of his 
talk dealt with window lighting and 
proper window fixtures. 

The second scheduled speaker was 
Philip R. Jacobson, secretary Iowa 
Retail Hardware Association, and 





L. F. Wolf, Mt. Clemens, Mich. 
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dealt with Master Hardware Store 
Equipment. He started with the as- 
sertion that less progress has been 
made in store lighting than in any 
other part of store improvement. In 
this feature he said that the interior 
color scheme plays an important 
part. An ivory color will reflect 75 
per cent of the light rays, while gray 
or darker shades will absorb almost 
a like amount. A dealer should 
therefore make sure that his color 
scheme is right before he attempts 
a change in lighting equipment. The 
front display stand in a hardware 
store is usually placed seven or eight 
feet from the front door. This is 
good reason for placing the first 
lighting outlet or unit seven to eight 
feet from the front so that light rays 
will be properly diffused over the 
first stand. In a room with a 10 ft. 
ceiling the units should be ten feet 
apart. Stores with a width of more 
than 18 ft. require two rows of units. 
Two hundred watt lamps are suffi- 
cient when units are placed from 
10 ft. to 12 ft. apart. For such 
spacing the lighting fixtures should 
be 9 feet from the floor. A satis- 
factory fixture globe is the semi- 
direct enclosed type. Each lighting 
unit should be independently oper- 
ated by a pull socket. 


Interior Decorating 


The association recommendations 
for interior decorating, he said, are 
as follows: Ceiling, flat white or 
ivory. Side walls, light cream or 
buff. Space at back of open shelving 
of housewares and similar sections, 
flat white or ivory. Open sections 
for tools, sporting goods, etc., N. R. 
H. A. orange. Tops and under the 
sections of display stands, N. R. H. 
A. orange. Fixtures, medium golden 
oak stain for woodwork. 

Display stands 7 ft. in length, he 
said, have been found the most prac- 
tical. A width that allows sufficient 
room for displays without being 
bulky is 32 in. This is waist high 
and is of convenient height for cus- 
tomers to handle the goods on dis- 
play. A 4-in. rub rail around the 
sides makes it possible to form com- 
partments on the top and at the same 
time keeps the merchandise in com- 
pact form and prevents articles from 
falling off. The space below the top 
of the stand can be divided with a 
center panel, the front being used for 
display and the rear for shelving sur- 
plus stock. 

Shelving, according to Mr. Jacob- 
son, should be constructed in sections 
or units not to exceed 8 ft. in length 
as a matter of economy in material. 
In steel fixtures a 3 ft. unit is most 
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economical. The reason for sec- 
tional shelving is that changes can 
readily be made or one department 
may be moved from one part of the 
store to another. Shelving 7 ft., 6 in. 
high enables sales people to reach 
all goods without the use of a ladder 
or stool. The upper ledges may be 
used for display. 

Few stores he said need glass 
doors in the open tool cases for tools, 
sporting goods, or finer housewares. 
In seashore localities the humidity 
necessitates’ glass doors to prevent 
rusting of tools. Panel doors are 
necessary to display the more expen- 
sive articles that should not be on 
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Chas. H. Casey, 
Manager-Treasurer 
Minnesota and South 
Dakota Associations 


open display. A door without glass 
is found to produce the best results. 

Show cases, he said, have largely 
outlived their usefulness except in 
such items as cutlery, silverware, etc. 
Ledge display is accomplished by re- 
moving one or two shelves above the 
ledge and leaving a space 16 in. from 
the top of the ledge to the first shelf 
above. This space is’ divided into 
small sections by the use of glass 
division strips. It provides a space 
for the display of smaller items, and 
is ideal for wire goods, ladles, 
spoons, etc., in the houseware sec- 
tion. Movable platforms 24% in. 
high and 7 ft. long are best suited 
for floor goods such as washing ma- 
chines, stoves, etc. 


Store Aisles 


Mr. Jacobson declared that long 
store aisles should be at least 4 ft. 
wide, but that the dealer should never 
use an aisle more than 6 ft. wide. 
Cross aisles should be at least six 
inches wider than the front to back 
aisles. He also said that depart- 
mental signs should be used to make 
each section or grouping more promi- 
nent. These signs should be placed 





in frames along the upper edge of 
each department. Such signs should 
be used even in the small stores. In 
closing he asked the delegates to 
consider the outstanding reason for 
modern equipment, which is a com- 
plete change in the state of mind of 
the dealer. New equipment and 
methods remove the lethargy of the 
past, while habits and traditions give 
way to foresight, eagerness and de- 
termination to be a better merchant. 

The final program speaker was 
Hugh K. McKnight, Pittsburgh, di- 





Phil.-R. Jacobson 
Secretary Iowa Assn. 


rector, National Retail Hardware 
Association. His subject was “Other 
Equipment Standards.” The loca- 
tion of the office, according to the 
speaker, depends on the shape and 
length of the store room. If the 
floor space is ample, the office should 
be on the store floor, elevated about 
twenty inches to enable a view of the 
sales floor. If the shape is rectangu- 
lar or L-shaped, the office should be 
located in such a way that a com- 
plete view of all the floor space may 
be had. When floor space is scarce, 
a mezzanine office may be used. Re- 





J. B. Carson, Secretary, Ohio Association; 
H. E. Hulburd, The Geo. Worthington Co., and 
J. E. Stone, The Stanley Works, President, 
American Hardware Manufacturers Association 


gardless of location the office should 
be so arranged as to have easily ac- 
cessible the records pertaining to the 
buying, selling and book accounts. 
The typewriter and adding machine 
should be placed as to routine re- 
quirements. The boss should have 
himself easy of access to every caller. 
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Left to right—1. John Kresl, Omaha, Nebr.; John Kresl, Jr., Mrs. Kresl, Mrs. D. E. McCauley, Lincoln, Nebr., and G. 
D. Peck, Rushville, Nebr. 2. Waldo Bruske, Saginaw, Mich., Pres., Mich. Ass’n.; Billy Bruske, Harry Strong, Battle 
Creek, Mich.; Mrs. Strong and Mrs. Bruske. 3. W. T. Curtis, Burkesville, Ky., and Geo. W. Skidmore, Elizabethtown, 
Ky. 4. A. S. Gronemeier, Mt. Vernon, Ind., and Mrs. Gronemeier. 5. John G. Sommers, Portsmouth, Ohio; Mrs. 
J. B. Conklin, with Sam Tarod and A. R. Nelson, both of David Lupton Sons. 6. B. Christianson, Secty., Wisc. Ass’n; 
Mrs. Huchthausen, W. C. Huchthausen, Manitowoc, Wisc., Pres., Wisc. Ass’n., and Master Walter Huchthausen. 7. Chas. 
W. Lammers, Cincinnati, Ohio; Charles Colmesnil, Chicago, and Jos. Bevis, Harrison, Ohio. 8. Chas Shaffner, Herrin, 
Ill., and H. W. Giessing, E. St. Louis, Ill. 9. J. M. Stone, Secty., Ky. Ass’n.; W. B. Fugate, Middlesboro, Ky.; Miss 
Nancy Fugate, Mrs. Fugate, A. R. Craig, Secty., Carolinas Ass’n, and A. L. Steinke, Pipestone, Minn. 
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These Are the Gas and 
Electric Utilities 


Resolutions 
which prompted spirited 


discussion 





K. A. McIntyre, Society 
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Hugh Cuthrell, Brooklyn 
Union Gas Co., Brook- 
lyn, N. Y., Chairman, 
Trade Relations Com- 
mittee of American Gas 
Association, H. P. Sheets, 
Managing-director, N. R. 
H. A., Marshall E. Samp- 
sell, Central Illinois Pub- 
lic. Service Co. and R. J. 
Atkinson, Brooklyn, N. 
Y., Past Pres., N.R.H.A. 











PRINCIPLES SUGGESTED FOR THE GUIDANCE 
OF MEMBER COMPANIES, AS A BASIS FOR 
a COOPERATIVE TRADE RELA- 


It is recommended that gas companies take the 
initiative in bringing about conferences with deal- 
ers in their localities, to the end that the following 
or other mutually acceptable principles may be 
agreed upon, adopted and put into use for the 
purpose of stimulating the sale of suitable gas ap- 
pliances and promoting the use of gas service in 
a way that will be mutually advantageous to all 
participants. 


1. All gas appliances offered for sale by all 
cooperating agencies shall bear the seal of ap- 
proval of the American Gas Association Testing 
Laboratory. 

2. No appliance or merchandise not directly 
related to the use of gas shall be sold by gas 
utilities. 

3. In all merchandising activities, the re-sale 
mark up of all gas appliances that have received 
reasonable customer acceptance shall be consis- 
tent with present day merchandising practices. 
There shall be no premiums nor trade-in allow- 
ances made in connection with the sale of any 
such appliances unless all cooperating agencies are 
in a position to participate. 

. The presenting to the public of those gas 
appliances not having received reasonable cus- 
tomer acceptance shall be considered as promo- 
— activities and not as merchandising activi- 

es. 

5. Coordinated advertising of approved appli- 
ances should be developed by gas utility com- 
panies and local dealers, and the gas company 
should give all reasonable assistance possible to 
the dealer in advertising, displays and sales assis- 
tance. 

6. The deferred payment feature of our mer- 
chandising activities shall be on an economically 
sound basis. 








STATEMENT OF MERCHANDISING _ PRO- 
CEDURE SUBMITTED TO THE ELECTRICAL 
MERCHANDISING JOINT COMMITTEE BY 
THE UTILITY SUB-COMMITTEE THEREOF 
AND ACCEPTED BY THE JOINT COMMIT- 
TEE AT ITS MEETING AT ATLANTIC CITY, 
N. J.. ON JUNE 9th, 1931. 


It is recommended that Electric Utility Com- 
panies take the initiative in bringing about con- 
ferences with dealers in their localities to the 
end that the following or other mutually accep- 
table procedure be recognized, adopted, and put 
into use for the purpose of stimulating the sale 
of suitable electric appliances and promoting the 
use of electric service in a way that will be mu- 
tually advantageous to the consuming pubic, the 
utility, the appliance manufacturer and all mer- 
chandising outlets. 


l. The distribution of electric appliances 
should be on the basis of fair and open competi- 
tion in the interest of the consuming public, the 
utility, the appliance manufacturer and all mer- 
chandising outlets. 

2. All electric appliances offered for sale by 
cooperating agencies should be standard appli- 
ances. 

3. No appliance or merchandise not directly 
related to the use of electricity should be sold by 
electric utilities. m 

In all merchandising activities the retail 
price of all electric appliances that have received 
reasonable customer acceptance should be consis- 
tent with present day merchandising practices. 

There should be no premiums given nor ex- 
cessive trade-in allowances made in connection 
with the sale of any such appliance. 

The presenting to the public of those elec- 
tric appliances not having received reasonable cus- 
tomer acceptance should be considered as promo- 
tional activities and not as merchandising activi- 
ties. 

7. Coordinated advertising of approved appli- 
ances should be developed by electric utility com- 
panies and local dealers, and the electric company 
should give all reasonable assistance to the dealer 
in advertising, displays, and sales assistance. 

8. ‘The deferred payment feature of merchan- 
dising activities should be on an economically 
sound basis. 

9. There should be a segregation of the ac- 
counting of the merchandising. departments of 
Power Companies from their public utility func- 
tions and all items of expense incurred in the 
merchandising of appliances should be charged 
to the merchandising activities. 
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The office equipment, he said, 
should be what the dealer needs and 
the less frills the better. An order 
well typed makes a good impression 
on the customer and therefore one 
typewriter is essential, even though 
the user is the boss himself. An 
adding machine is convenient, but 
not essential. The dealer should 
have letter files and keep each year 
separate, making the changes or 
transfers in January. Correspondence 
should be kept seven years, destroy- 
ing all beyond that time. Orders 
may be filed with correspondence or 
separately. The bookkeeping can be 
any system suitable for your busi- 
ness, he said, and that offered by the 
N. R. H. A. is adequate for almost 
any size business. Routine is neces- 
sary to safeguard a business, and the 
man who is budgeting his purchases 
and expenditures is sure to profit 
later. For instance, he added, the 
present is a declining market, and it 


is any man’s guess how far the price . 


declines will go. Budgeting may not 
be mechanical equipment, but such 
records should be part of all office 
equipment today. He advised the in- 
stallment of wash rooms for em- 
ployes and customers, as modern as 


























possible and kept carefully clean. 

He then discussed the matter of 
storage sections and the arrangement 
of storage space, giving wholesome 
advice concerning arrangement, care, 
etc. In this connection he strongly 
advocated such care as would lessen 
the fire hazard. This included care- 
ful sweeping at regular intervals and 
the baling or burning of all waste 
paper. He also gave advice as to 
the lighting of storage space and the 
proper control of light to prevent 
waste. 

He further advised dealers to heat 
the store or warehouse in winter so 
as to keep it comfortable for the 
employes. He closed with an ad- 
monition to locate the store office in 
a position where the owner or man- 
ager can view at a glance the activi- 
ties of the operating force; to space 
equipment and office employees so 
that they will have freedom in work- 
ing, and to see that the office is well 
lighted and ventilated. 

At the close of each talk there was 
a short discussion of the subjects pre- 
sented, and the session was so timed 
that the final discussion closed at 
5:30, the time specified in the pro- 
gram. 


THE UTILITIES DISCUSSION 


HE Wednesday morning session 
started with a spirited informal 
discussion, relating to merchandising 
policies of public utilities. At the 
close of the discussion Paul Mulli- 
ken, managing director, Illinois Asso- 
ciation, offered for consideration a 
suggested resolution which he wished 
the delegates to approve as a recom- 
mendation to the resolutions com- 
mittee. He prefaced his motion with 
the comment that no section of the 
country had worse utility competition 
than his own. The text of the reso- 
lution he suggested follows: 
“Recognition of the existence of 
uneconomic practices in appliance 


- merchandising .and determination to 


correct them as evidenced by the rec- 
ommendations of procedure by the 
American Gas Association and the 
N. E. L. A. to their respective mem- 
berships point the way to the solu- 
tion of this troublesome problem and 
will justify hardware merchants in 
joining in the local conferences and 
other cooperative movements initi- 
ated by the power companies.” 

Further discussion on the proposed 
resolution followed and a vote re- 
vealed that a majority were not in 
favor of the recommendation. 

The matter came up again, how- 
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ever, at the Thursday morning session 
at which time the following resolu- 
tion was submitted by Philip R. 
Jacobson, secretary, Iowa Associa- 
tion. 

“In view of the recent efforts of 


, 





R. F. FREY 
Ottawa, Ohio 


the American Gas Association and 
the National Electric Light Associa- 
tion with their own members to en- 
courage cooperation between dealers 
and’ themselves, it is recommended 
that when conferences are called with 





P. L. Sherrod, Lubbock, Texas, and 
H. E. Williams, Lamesa, Texas, Presi- 
dent Texas Panhandle Ass’n. 


the object of cooperation, that dealers 
attend these conferences to study the 
best methods that can be employed 
to assist in more equitable distribu- 
tion of electric and gas appliances.” 

Another spirited discussion fol- 
lowed, and when the vote was taken, 
a majority expressed themselves in 
favor of the resolution. 

There was, however, a misunder- 
standing in the matter, some of the 
membership taking the view that the 
Jacobson resolution, like that pre- 
sented by Mr. Mulliken the previous 
day, was in reality a suggested reso- 
lution for recommendation to the 
Resolutions Committee; that the ap- 
proval of the Congress merely meant 
that a recommendation would be 
made to the Resolutions Committee 
that the text be embodied in the reg- 
ular resolutions submitted to the Con- 
gress in the report of that committee. 

The matter did come up before the 
Resolutions Committee and the com- 
mittee tabled it. 


Wednesday A. M. Session 
R. F. Frey, Ottawa, Ohio, opened 


the discussion on window displays 
which he called the most important 
part of the store, and if properly 
handled the most effective advertis- 
ing a dealer could have. In part, he 
said: “Expert display men, as well 
as all of us who have studied the 
various problems of merchandising, 
agree that the ‘important elements 
of proper display are attraction, 
color harmony, selling power, ar- 
rangement, balance, light, mass ap- 
pearances, immaculate windows, 
originality, and window cards. 

“The big job of the display win- 
dows is to bring in more people, 
people who had no thought of en- 
tering the store. The display must 
stop the shoppers who pass your 
store. 

“Little things can make or break 
your window advertising. Harmony 
of color is of vital importance if 
one wishes to stress fashion, beauty, 
desirability and develop buying at- 
mosphere. People like to go places 
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and buy things where the setting is 
most attractive—color harmony is a 
definite lure. 

“The dealer who uses his window 
to ‘show ’em, tell ’em and sell ’em’ 
brings home the bacon. Selling 
power is handicapped without a 
good system of window control. 
Selling a store to the public, de- 
mands that we recognize the in- 
fluence of the seven buying instincts 
in the movement of merchandise. 
Comfort, beauty, pleasure, fear 
economy, imitation and self-preser- 
vation are instincts pregnant with 
profits for the Master Hardware 
Retailer whose windows are human- 
ized and psychologically attuned. 


Use Trade Journal Windows 


“Whether it jars your artistic 
sense or not, mass appearance or 
mass displays sell more things to 
more people. Some folks frown on 
mass display, but the majority of 
those who go to make up the dear 
public are more easily attracted, 
entertained and sold by this type 
of showing. Besides this method of 


giving big slants on small items 
gives the impression of broad stocks 
and wide variety. 

“The use of trade journals, whose 
pages portray layouts for suggested 
displays and photographs of actual 
windows is of no little assistance in 
working out the arrangement of mer- 
chandise. 

“Window cards complete the set- 
ting, adding believability to the dis- 
play. The stupid clerk hands you a 
hammer and says ‘$1.50.’ A poor 


window card does the same thing. 


Good window cards give facts of 
fashion, construction, operation and 
price. They should be uniform in 
color, well lettered, brief and com. 
plete. To turn your profit curve up- 
ward, use plenty of window cards.” 
A brief discussion followed led by 
Fred Swannell, Kankakee, Il]. Then, 
George G. Hoy, fieldman New York 
association, gave an equally instruc- 
tive talk on interior displays sug- 
gesting standards of practice which 
the Master Hardware Retailer would 
use in getting his equipment to prod- 
uce the maximum results. Types of 


displays considered were open table 
and ledge displays, show case dis- 
plays, panel door displays, sidewall 
shelving and open case display and 
displays on platforms and _ top 
ledges. The speaker declared open 
tables occupy the most valuable 
space and must show merchandise 
that is in season, new merchandise 
and goods which the store wishes 
to feature, leaders, etc. Bulky items 
should be arranged to focus atten- 
tion to the center of the table by 
placing high merchandise at the 
ends and occasional mass displays 
in the center breaks up the mono- 
tony of many small items. Other 
points brought out were: all merchan- 
dise must be priced to help complete 
sales, talking show cards add great- 
ly to the attractiveness of the table 
and call particular attention to cer- 
tain items, merchandise should be 
changed often not only because of 
the seasonal nature of some lines, 
but to prevent the display from 
getting monotonous to the  cus- 
tomers. 


Sidewall ledge displays, said Mr. 
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Hoy, should be governed by the 
same principles though not changed 
as often. Panel doors ‘provide a 
place to show a great number of 
items which do not justify table or 
ledge positions and these should 
preferably have a light color back- 
ground. These displays should pre- 
sent a complete showing of sizes and 
finishes so that the customer may 
with ease make his selection. A point 
stressed throughout the talk was 
that with all types of interior dis- 
plays, removed samples should be 
replaced promptly so that there will 
be no vacant spots to mar the at- 
tractiveness and no lost sales or 
waste of valuable space. Another 
point was the grouping of related 
merchandise. The use of platforms 
for bulky displays was explained as 
were other phases of interior display 
problems. 


Hoy on Displays 


In closing, Mr. Hoy summarized 
his subject as follows: 1. Displays 
must be clean. 2. Merchandise ar- 
rangement must be attractive to se- 
cure attention and interest. 3. Ex- 
amination of the items should be 
made as easy as possible for the 
customer. 4, Every item should be 
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priced and talking show cards used 
where possible. The purpose of in- 
terior displays should be to present 
to every customer coming into the 
store the greatest number of items 
for which he might have need, in an 
attractive and interesting way, there- 
by increasing the possibilities of ad- 
ditional sales and profits. 

Contributing what many thought 
was the outstanding merchandising 
idea of the Congress, C. G. Gilbert, 
Oregon, IIl., illustrated with open 
displays tables and charts the essen- 
tials of “foot week,” which is stock 
control that helps the dealer fa- 
miliarize himself with what he sells, 
where, when and why. 


“Foot Week” 


“Foot week,” a familiar gage with 
many chain organizations, was ex- 
plained by Mr. Gilbert as the study 
that allots space for the merchan- 
dise on the basis of sales and not 
inventory, as the study that produces 
the maximum amount of sales from 
the minimum amount of space. Foot 
week, he said, gives you inside in- 
formation of your own store and 
through its use you increase cus- 
tomer frontage. It is determined by 
measuring the lineal: footage given 


to any line of goods and the sales 
of those goods per week. As an ex- 
ample, the speaker cited his own ex- 
periences with electric light bulbs. 
He was giving this line 12 lineal 
feet and sales per week were $6.00. 
His foot week here was 50 cents. He 
moved the. line to a -better location, 
giving it only 3 lineal feet, and sales 
increased to $60, making the new 
foot week $20. He made other 
changes in arrangement of this and 
other lines, and gave the figures 
for comparison. With the aid of 
store plan diagrams and two dis- 
play tables set up with merchandise, 
he demonstrated the plan. Mr. 
Gilbert quoted a chain store execu- 
tive as saying that the use of foot 
week proved that seventeen lines 
produced 75 per cent of all sales 
and gave this chain a plan for future 
buying and store arrangement. In 
concluding, the speaker said:. “The 
master merchandiser will group his 
merchandise for suggested sales, fea- 
ture volume, profitable merchandis- 
ing by calling attention to medium 
priced competitive lines. He will 
not devote his valuable space to five 
and ten cent items. He will rotate 
the display according to seasons and 
value of space that he will work out 
in his own store. 
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and buy things where the setting is 
most attractive—color harmony is a 
definite lure. 

“The dealer who uses his window 
to ‘show ’em, tell ’em and sell ’em’ 
brings home the bacon. Selling 
power is handicapped without a 
good system of window control. 
Selling a store to the public, de- 
mands that we recognize the in- 
fluence of the seven buying instincts 
in the movement of merchandise. 
Comfort, beauty, pleasure, fear 
economy, imitation and self-preser- 
vation are instincts pregnant with 
profits for the Master Hardware 
Retailer whose windows are human- 
ized and psychologically attuned. 


Use Trade Journal Windows 


“Whether it jars your artistic 
sense or not, mass appearance or 
mass displays sell more things to 
more people. Some folks frown on 
mass display, but the majority of 
those who go to make up the dear 
public are more easily attracted, 
entertained and sold by this type 
of showing. Besides this method of 


giving big slants on small items 
gives the impression of broad stocks 
and wide variety. 

“The use of trade journals, whose 
pages portray layouts for suggested 
displays and photographs of actual 
windows is of no little assistance in 
working out the arrangement of mer- 
chandise. 

“Window cards complete the set- 
ting, adding believability to the dis- 
play. The stupid clerk hands you a 
hammer and says ‘$1.50.’ A poor 
window card does the same thing. 
Good window cards give facts of 
fashion, construction, operation and 
price. They should be uniform in 
color, well lettered, brief and com: 
plete. To turn your profit curve up- 
ward, use plenty of window cards.” 

A brief discussion followed led by 
Fred Swannell, Kankakee, Ill. Then, 
George G. Hoy, fieldman New York 
association, gave an equally instruc- 
tive talk on interior displays sug- 
gesting standards of practice which 
the Master Hardware Retailer would 
use in getting his equipment to prod- 
uce the maximum results. Types of 


displays considered were open table 
and ledge displays, show case dis- 
plays, panel door displays, sidewall 
shelving and open case display and 
displays on platforms and _ top 
ledges. The speaker declared open 
tables occupy the most valuable 
space and must show merchandise 
that is in season, new merchandise 
and goods which the store wishes 
to feature, leaders, etc. Bulky items 
should be arranged to focus atten- 
tion to the center of the table by 
placing high merchandise at the 
ends and occasional mass displays 
in the center breaks up the mono- 
tony of many small items. Other 
points brought out were: all merchan- 
dise must be priced to help complete 
sales, talking show cards add great- 
ly to the attractiveness of the table 
and call particular attention to cer- 
tain items, merchandise should be 
changed often not only because of 
the seasonal nature of some lines, 
but to prevent the display from 
getting monotonous to the cus- 
tomers. 


Sidewall ledge displays, said Mr. 
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of the convention committee; D. C. Thompson, Cambridge, Mass., and Harry Hutchisson, Cleveland. 3. C. E. Fruehauf, 
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Iowa. 5. 


Hoy, should be governed by the 
same principles though not changed 
as often. Panel doors provide a 
place to show a great number of 
items which do not justify table or 
ledge positions and these should 
preferably have a light color back- 
ground. These displays should pre- 
sent a complete showing of sizes and 
finishes so that the customer may 
with ease make his selection. A point 
stressed throughout the talk was 
that with all types of interior dis- 
plays, removed samples should be 
replaced promptly so that there will 
be no vacant spots to mar the at- 
tractiveness and no lost sales or 
waste of valuable space. Another 
point was the grouping of related 
merchandise. The use of platforms 
for bulky displays was explained as 
were other phases of interior display 
problems. 


Hoy on Displays 


In closing, Mr. Hoy summarized 
his subject as follows: 1. Displays 
must be clean. 2. Merchandise ar- 
rangement must be attractive to se- 
cure attention and interest. 3. Ex- 
amination of the items should be 
made as easy as possible for the 
customer. 4. Every item should be 
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priced and talking show cards used 
where possible. The purpose of in- 
terior displays should be to present 
to every customer coming into the 
store the greatest number of items 
for which he might have need, in an 
attractive and interesting way, there- 
by increasing the possibilities of ad- 
ditional sales and profits. 

Contributing what many thought 
was the outstanding merchandising 
idea of the Congress, C. G. Gilbert, 
Oregon, IIl., illustrated with open 
displays tables and charts the essen- 
tials of “foot week,” which is stock 
control that helps the dealer fa- 
miliarize himself with what he sells, 
where, when and why. 


“Foot Week” 


“Foot week,” a familiar gage with 
many chain organizations, was ex- 
plained by Mr. Gilbert as the study 
that allots space for the merchan- 
dise on the basis of sales and not 
inventory, as the study that produces 
the maximum. amount of sales from 
the minimum amount of space. Foot 
week, he said, gives you inside in- 
formation of your own store and 
through its use you increase cus- 
tomer frontage. It is determined by 
measuring the lineal: footage given 
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to any line of goods and the sales 
of those goods per week. As an ex- 
ample, the speaker cited his own ex- 
periences with electric light bulbs. 
He was giving this line 12 lineal 
feet and sales per week were $6.00. 
His foot week here was 50 cents. He 
moved the. line to a better location, 
giving it only 3 lineal feet, and sales 
increased to $60, making the new 
foot week $20. He made other 
changes in arrangement of this and 
other lines, and gave the figures 
for comparison. With the aid of 
store plan diagrams and two dis- 
play tables set up with merchandise, 
he demonstrated the plan. Mr. 
Gilbert quoted a chain store execu- 
tive as saying that the use of foot 
week proved that seventeen lines 
produced 75 per cent of all sales 
and gave this chain a plan for future 
buying and store arrangement. In 
concluding, the speaker said: “The 
master merchandiser will group his 
merchandise for suggested sales, fea- 
ture volume, profitable merchandis- 
ing by calling attention to medium 
priced competitive lines. He will 
not devote his valuable space to five 
and ten cent items. He will rotate 
the display according to seasons and 
value of space that he will work out 
in his own store. 
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WEDNESDAY AFTERNOON SESSION 


HE Wednesday afternoon  ses- 
sion started with the usual 
forum discussion covering a range 
of questions submitted by dealers, 
after which the regular program was 
taken up. The first scheduled speaker 


was Ernest H. Fabritz, Ottumwa, 





Harold Bervig, 
New Secty. Michigan 


Association 


Iowa, and his subject was “Master 
Retailer Buying Fundamentals.” 
After all, he said, the fundamentals 
governing all retail stores are the 
same. The big difference and the one 
that accounts for the success or fail- 
ure of any individual business is the 
degree to which fundamentals are ap- 
plied. Successful merchandising is 
simply the function of ‘buying and 


selling»goods and bringing about the 
most advantageous relationship be- 
tween stocks, sales and profits. The 
final objective in any merchandise 
business is profit and any business 
that does not bear a profit is not suc- 
cessful. Good buying he defined as 
correct buying. It requires the abil- 
ity to utilize reliable and correct in- 
formation and to anticipate demands. 
It is absolutely necessary to the prog- 
ress of a business to be able to select 
wisely from the long list of new items 
and lines that are being offered. The 
success a dealer achieves, he said, de- 
pends directly upon his ability to 
provide a steady, even flow of mer- 
chandise to his counters, and to have 
what his customers want when they 
want it, at a price they do not object 
paying. The greatest problem is to 
purchase wanted goods in correct 
quantities. The dealer must learn 
the requirements of his community, 
and buy according to those require- 
ments. There is no set rule that will 
apply to a hardware store generally 
to accomplish this end, but certain 
things are necessary; thought, hard 
work and time devoted to the busi- 
ness, alertness to all possible sales, 
along with the judicial exercise of 
courage, vision and imagination are 
indispensable. He emphasized the 
dealer studying his competition, 
which includes everyone who bids 
for a portion of the consumer’s dol- 
lar. Much assistance can be secured 
in the maintenance of well assorted 


lines by shopping competitor’s stores 
and by studying catalogs and adver- 
tisements. However, he added, with- 
out accurately kept records, well as- 
sorted lines cannot be maintained to 
the best advantage. The fewer the 
lines, and the closer the application 
of information obtained from rec- 
ords, the better the assortment and 





Ralph David 
Logansport, Ind. 


the greater the turnover and. profit. 
There is probably no greater, need 
among the buyers in retail hardware 
stores today than the realization that 
fewer, better assorted lines are nec- 
essary to the successful operation of 
his business. Many items and lines 
formerly sold in hardware stores, he 
said, are passing out of the picture. 
This waning merchandise must be re- 
placed by goods of greater demand. 
To intelligently do this the dealer 
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must know what merchandise to re- 
place and what to replace it with. 
His records should show what lines 
should be discontinued, and a careful 
study of community requirements 
should enable him to replace them 
intelligently and profitably. 

Besides knowing what your com- 
petitor is selling and keeping records 
of consumer demand, the buyer 
should know what customers would 
buy if you had it. Articles put out 
by reliable manufacturers, although 
not called for, warrant investigation. 
Before buying new merchandise, the 
dealer should ask himself: Does it 
fit the store policy and merchandising 
plan? Will it build good will and 
prestige for the store? Will there be 
enough demand to warrant stocking ? 
What advertising help can be ex- 
pected from the makers? Are there 
articles already in stock to satisfy 
the same demand? Are the condi- 
tions of supply dependable, perma- 
nent and is the manufacturer reli- 
able? Can it be sold at a price that 
will provide a profit? 

He closed with the suggestion that 
the dealer buy backward when stock- 
ing new lines. A good practice, he 
said, is to determine in his own mind 
what he would be able to get for an 
article at retail before he asks the 
cost to him. 

The next speaker was Ralph 
David, Logansport, Ind., a director 
of the Indiana Retail Hardware Asso- 
ciation. His subject was Master 
Hardware Retailer Merchandise 
Sources. 

Under present conditions, he said, 
when you are buying goods only as 
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you need them, facility and service 
are of real value. To be able to get 
goods quickly and be sure of getting 
them is essential. Different condi- 
tions, advancing prices and good 
sales volume would change that situ- 
ation. Quick delivery means more 


special orders, maybe on a small 
profit, but no increased overhead 
makes it desirable business. Being 
“just out” or “we have ordered it” 
do not make the cash register work. 
He advised dealers to consider the 
stock of the supplier when buying. 
Dealers require prompt, complete 
shipment with proper sales help, he 
said. Then referring to his own busi- 
ness, he added: Our experience is 
that where our purchases are the 
largest we generally can get what 
assistance we need in meeting com- 
petitive conditions. The business of 
any dealer must be profitable as a 
whole to his wholesaler or the whole- 
saler does not want his business. If 
it is profitable the supplier can af- 
ford extra discounts. Just how far 
dealers have a right to expect sup- 
pliers to help them depends on how 
well they help the suppliers. If a 
dealer is confining his purchases, 
thereby giving one source of supply 
his business, and makes a reasonable 
request for help without getting it, he 
should change his source of supply. 
Unless a buyer is new or the firm 
new, I question whether the regular 
supplier knows the dealer’s needs as 
well as the dealer does. The sup- 
plier, however, does know the new 
lines, or at least should know what 
is needed. Fairness of a supplier’s 
business tactics is an important fac- 
tor in the dealer’s selection of a sup- 
plier. None of us can continue to 
buy from any.firm without confidence 
that the firm is fair to us, he con- 
tinued. Our ideas of fairness may 
differ, however. To my mind the 
most unfair is the jobber who sells 





Left to right—Chas. H. Sutton, Howell, Mich; Wm. Moore, Detroit, Mich.; Chas. Sturmer, Port Huron, Mich.; Scott Ken- 
drick, Flint, Mich.; W. J. Dillon, Detroit, Mich.; A. D. Van Dervoort, Lansing, Mich., and F. A. Rechlin, Bay City, Mich. 


67 

























Left to right—H. R. Beatty, Clinton, Ill., Past N. R. H. A. Pres.; John F. Baker, Dayton, Ohio, Treas., Ohio Ass’n; Thos. 


Howell, Richmond, Va., New N. R. 


H. A. President; Albert Wynne, 


Windom, 


Minn.; J. C. Stuhlman, St. Paul, Minn.; 


H. R. Johnson, Rapid City, S. D., and A. O. Gunnerud, Silva, N. D. 


almost any one at wholesale prices. 
This competition is the worst we 
have to face. Suppliers selling their 
goods to all kinds of stores generally 
cause price competition, another bad 
condition. Suppliers who sell job- 
bers that sell both wholesale and re- 
tail, and allow these jobbers to sell 
their lines to the retail trade at 
wholesale prices is quite unfair, but 
it seems to be a common practice. 
Aside from price there is no phase of 
buying that has been more strongly 
stressed than concentration. Whole- 
salers preach it but just as consist- 
ently fail to practice it. Retailers 
concede it to be the most economical 
method of buying, yet they continue 
to buy a wide variety from many 
sources. It is high time that a defi- 
nite, practical method of concentrat- 
ing purchases be suggested and 
adopted generally. I believe that 
any source of supply when it knows 


. 


it can depend upon your business 
will be glad to do anything it can 
for you. When your lines are di- 
vided and the source of supply has 
less to lose, I do not believe it will 
be so interested in your welfare. 
These are the advantages of concen- 
trated buying, he said. There are 
some disadvantages. The supplier 
may feel that it has your business and 
can spend its efforts elsewhere. In 
the main, however, the advantages 
outweigh the disadvantages. In the 
balance of his talk, Mr. David 
touched upon proper representation 
of agency lines, and the kinds of mer- 
chandise which should be given ex- 
clusive agency. He also advised 
dealers to handle major lines with 
sales people trained to sell them. In 
closing he stressed prompt payment 
of bills, fairness on the matter of 
the cash discount, and proper con- 
sideration of traveling salesmen. He 


also admonished dealers not to be- 
tray the confidence of the supplier in 
the matter of confidential informa- 
tion or price quotations. 

The final program speaker was 
Harold Bervig of the National Asso- 
ciation Office, who was introduced by 
Managing Director Sheets. At that 
time the delegates were informed 
that Mr. Bervig had just accepted the 
position of secretary of the Michigan 
Retail Hardware Association. Mr. 
Sheets expressed the regret of the 
National Office in losing Mr. Ber- 
vig’s services, and congratulated the 
Michigan Association in securing 
him. _ 

Mr. Bervig’s address was on the 
subject, “Master Hardware Retailer 
Buying Records,” and was illustrated 
with various charts. It was one of 
the very practical talks of a practical 
session. He first outlined the great 
need for control of stocks in retail 
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hardware stores and the things which 
can and do happen where there is a 
lack of such control. He then de- 
scribed the mediums for meeting the 
need, including methods of marking 
stock and the type of records which 
may be used to the best advantage. 
In this connection he particularly 
stressed the importance of proper 
buying records, and gave illustra- 
tions of the forms to use. He went 
into detail in a description of the 
N. R. H. A. system of merchandise 
control, explaining its uses and op- 
eration. He also told of various in- 
cidents where the system had been 
of help to different merchants. 
Taking the Master Hardware Re- 
tailer as his subject, he outlined step 
by step the various processes he 
would go through in handling his 
buying records and the uses to which 
he could put the information thus ob- 
tained. He showed the Master Re- 
tailer as deciding to make profitable 
use of price line-ing, and set up his 


idea of how this should be carried 
out. First, he said, he would want 
to know the number of prices at 
which the merchandise in each line 
should be marked. He would esti- 
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mate as closely as possible the vol- 
ume of business at each price. Much 
of this information he would get 
from his merchandise control record. 
He would want to know the prices 


which would give the best margin, 
and this he also would secure from 
the same source. 

After all this was done he would 
set up what he calls “buying ranges.” 
By this he means the variation in the 
cost prices of articles which would 
sell at a certain definite price. For 
example, he might sell 50c. padlocks 
varying in cost from $2.50 a dozen 
to $4 per dozen. 

With such concrete examples Mr. 
Bervig drove home his points at all 
times. 

As in the preceding sessions at 
the close of each program address a 
certain amount of time was given 
over to discussions of the points 
brought out by the speakers. Many 
of these discussions were of a highly 
interesting nature, adding greatly to 
the value of the addresses. During 
this session Vice-president Thomas B. 
Howell, of Richmond, Va., presided 
much of the time, due to the indis- 
position of President Allen. 
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THURSDAY MORNING SESSION 


HAS. E. BRADLEY, Blue 

Mound, IIl., was the first speaker 
Thursday morning. His topic was 
planning of retail sales in which ac- 
tivity he has had wide recognition. 
Throughout the recent winter season 
Mr. Bradley talked before many State 
conventions outlining in detail how 
he surveyed his own trade area to 
learn what, where and why sales were 
going. Highlights of this survey 
were graphically presented to the 
Congress with lantern slides. 

In discussing this important sub- 
ject, Mr. Bradley said in part: “There 
are mental handicaps to be guarded 
against in approaching planned sell- 
ing. So often a retailer will say that 
he can understand how another re- 
tailer can have certain success, be- 
cause he has different competitive 
conditions. A city dealer will say 
that he can understand how a rural 
dealer can afford to make such a 
study and the country dealer looking 
at the massed markets of the city, can 
understand how the dealer there can 
afford it better than any one else. 

“Mental handicaps come only to 
those who look for reasons why busi- 
ness opportunities cannot be studied 
rather than to those who lift up their 
eyes to find a place to start.” 

Taking up the matter of trade 
area and survey methods, the speaker 
said in part: “A territory is the area 
that a store can serve in an eco- 


nomical and profitable manner. 
Boundaries and detail of territory are 
more or less vague, when left to the 
mind, and for this reason maps are 
desirable. They give tangible form 
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to the field to be covered, guide the 
reasoning, check coverage and pre- 
vent the omission of many an im- 
portant detail. 

“Various lines of merchandise, due 
to the strategic position of compe- 
tition will not reach out as far as 
others. So it is well to outline the 
territory on the map to the capacity 
of the farthest reaching commodity. 

“The information desired from the 
territory outlined on the map is— 


licothe, Ohio, and M. O. Trester, Lincoln, Neb. 


Who are the buyers? What are their 
sources of income? What are their 
immediate needs? What are their 
future needs? Where are they lo- 
cated? To what extent are they able 
to buy? What is the competition and 
how does it function? 

“As yet there is no better way of 
getting this information than by 
actual canvass, personal contact and 
careful study.” 

Other important considerations were 
that merchandise with adequate mar- 
gins offer the best lines for planned 
selling but that there is no definite set 
up as to number of lines to be 
studied, as this will be largely up to 
the efficiency of the field workers 
making the studye. They should have 
standard form cards that provide 
space for ‘mame, address, need of 
equipment, possibilities for replace- 
ment of equipment, particularly such 
things as refrigerators, stoves, etc., 
where the unit of sale is fairly high. 
Often, Mr. Bradley said, a good con- 
versation starter is a little inexpen- 
sive present of a yard stick, vegetable 
brush, sample of polish, etc. 

The field work must be done by 
men with merchandising instinct, 
who will sense need and desire for 
any particular article and who have 
enough imagination to see more than 
they are told. 

With the cards made out, they must 
be divided into groups indicating im- 
mediate prospects, future prospects, 
etc., so that proper follow up may 
be intelligently and economically 
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made. Once a survey is under way 
there are many additional means of 
getting leads. Marriages, newcomers 
to town, church activities, school 
plans, building projects, club work 
and industrial expansion all suggest 
prospective sales. 

A very practical tie up with the 
work of the previous speaker was the 
contribution by Don W. Mitchell, 
Ashtabula, Ohio, who concentrated 
on sales promotion plans drawing 
from his own experience, data that 
other dealers could use. Calling ad- 
vertising the boon companion of 
sales promotion, Mr. Mitchell said in 
part: “The first prerequisite of any 
advertising is to secure the buyers 
interest. After that, his favorable at- 
tention to your product must be ob- 
tained. Advertising does not neces- 
sarily sell any product, but it does 
raise the desire to own the article and 
thus paves the way for the salesman 
who follows. Advertising should 
build a consciousness of the service 
that will be rendered by the use of 
the article, as well as make the pur- 
chaser desire to buy it from the ad- 
vertiser’s store. This divides your 
appeal roughly into two classes— 
institutional and specific advertising.” 

Institutional advertising should 
sell the idea that your particular store 
is the best and most convenient place 
to buy hardware. It should bring out 
whatever strength, prestige and ideals 
you can claim, he said. This can be 
done in connection with the adver- 
tising on some specific item, taking 
advantage of the maker’s prestige and 
linking your own with it. 

At the present time however deal- 
ers were urged to put the majority 


and J. C. Ritchie, Ruston, La. 


of advertising effort on specific items 
as this is stronger and more impres- 
sive and as the speaker said it takes 
energy to overcome buying resistance 
today. 

“Remember too,” Mr. Mitchell 
said, “that your copy can be a little 


H. W. Porter, Medium & Fewsmith, 
Inc., and Elmer T. Wible, Pittsburgh 
Steel Co. 


longer in hard times than in good 
times. People have more time to read 
and are more anxious to secure good 
values and are willing to take more 
time to them. When business is brisk 
and people have money to spend 
freely, prepare your copy so that he 
who runs may read.” 

The speaker considered newspaper 
advertising the backbone medium for 
retailers because newspapers get into 
the majority of homes and are uni- 
versally read. The big problem in 
newspaper advertising he found was 
making your own copy stand apart 
from the rest. This can be done by 
studying the other ads and general 
appearances of your paper. 

In using store papers it was sug- 


. A. Director 


gested that a selected list be used to 
keep down costs. Circular letters 
had been found very efficient in sell- 
ing the larger appliances but Mr. 
Mitchell stressed the importance of 
making them short enough to be read 
in full and preferably driving home 
one point about the merchandise. He 
also advised a more frequent use of 
manufacturers’ material for envelope 
stuffers, which can also be used with 
all packages, etc. 

Stating that somewhere between 
one-half of one per cent and three per 
cent of total sales was proper for 
advertising appropriations, the speak- 
er said available margin must be con- 
sidered and that the larger figure 
would be necessary to provide satis- 
factory volume on major appliances 
and exclusive agencv lines. 

Mr. Mitchell then told of his own 
activities in promoting the sale of 
major electrical appliances, by hav- 
ing a woman canvasser dig up leads, 
which were followed up by specially 
trained sales. The full story of this 
activity and of his annual cooking 
school was told in HARDWARE AGE, 
issue of Feb. 5, 1931. 

The speaker also told of his suc- 
cess with weekly sales of one or two 
articles having common use about the 
home. These are marked at very 
special prices and are advertised for 
one day or one week sale and are 
displayed in the window and store 
interior. This plan brings many 
extra people into the store and does 
not cheapen the store as they are 
obviously specials and in many cases 
it was found that manufacturers 
could supply suitable goods for this 
purpose. Regularity of sales had 
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encouraged women to watch the 
store’s advertising for specials and 
had become an accepted and profit- 
able practice. 

The final speaker of the Thursday 
morning session was E. A. Mahoney, 
Schenectady, N. Y., president, New 
York association, whose talk dealt 
with the selection, training and com- 
pensation of employees. He ad- 
vocated established and maintained 
standards of capability, appearances, 
and the attitude shown toward cus- 
tomers. Careful selection of appli- 
cants would prevent the losses of 
time and money due to inefficiency 
from this source, and should be con- 
sidered an important part of manage- 
ment. 

The speaker stressed the need of 
more care in the matter of pressed 
clothes, shined shoes, clean linen and 
the other details of personal appear- 
ances which to many customers, par- 
ticularly women, were factors which. 
governed impressions about the store. 

Discussing the attitude shown to- 
ward customers Mr. Mahoney said in 
part; “Customers may be attracted 
to a store by solicitation and appeal, 
but may never return because of the 
attitude displayed toward them by an 
employee. This fact must be made 
clear to employees when beginning 


to work and impressed on them at 


frequent intervals. The most im- 
pressive way to do so is for the 
employer to set a good example.” 

Favoring compensation based on 
profitable sales, the speaker said in 
part; “The employer has the respon- 
sibility of training, of delegation of 
responsibilities, recording sales re- 
sults and compensation which he 
owes the employee and must give 
him if he is to continue to maintain 
the desired standards and profitably 
serve the business. 

“To encourage them to study it is 
a good plan to see that they are sup- 
plied with trade papers and books 
about the goods they sell. Store 
meetings should be held regularly at 
definite intervals. Hold them as soon 
as the store closes and serve supper 
which promotes good feeling and 
causes employees to look forward 
with pleasure to the meetings. If se- 
lection of the time is left to their 
decision and mutually agreed upon, 
the possibility. of resentment for in- 
fringement on their time will be 
greatly overcome. 

“A sales person should be paid for 
what he sells. If the selling cost is 
8 per cent a person would have to 
sell $312.50 worth of goods per week 
to justify a salary of $25.” On this 
basis several plans were outlined in- 
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cluding a quota which could be 
reached providing for extra pay on 
the 8 per cent basis for all above the 
quota; and a drawing account basis 
for straight commission payments to 
be adjusted at frequent, agreed upon 
dates. The latter plan often lacks the 
aspect of permanent income whereas 
the salary and bonus arrangement 
assures a steady wage and also the 
same opportunity for increasing in- 
come. Straight commission payments 
work out very well for outside sales- 
men specializing of items of fairly 
high sales units. All such plans re- 
quire careful records which should 
be made available with data on over- 
head so that employees will have a 
complete understanding of the situ- 
ation. On this point Mr. Mahoney 
said: “Such information need not be 
considered confidential among sales 
people and creates a more friendly 
rivalry than giving to each person 
the record of sales of all others. If 
competition is openly invited in this 
manner to stimulate greater sales 
efforts, a spirit of rivalry is invited 
which may result in neglect of cus- 
tomers seeking small purchases.” 
He also urged division of responsi- 
bility among employees and with it 
the necessary authority as a means 
of stimulating greater interest and 
developing in each member of the 
staff greater knowledge of the busi- 
ness. At that, control of the business 
must and can always -remain in the 
owner’s or executive’s hands but 


much cah be done by others and 
sometimes done better. The assign- 
ing of responsibility with authority, 
to associates also presents an oppor- 
tunity to discover where the greatest 
talent and efficiency lies, and pro- 
vides a gage for promotions. On this 
he said in part: “Delegating the job 
of window dressing, card writing, 
newspaper and other advertising or 
in short any detail which an em- 
ployee is capable of doing brings 
more brain power into action and 
after all the thing that determines 
the success of any business is brain- 
power. This presupposes that persons 
clothed with authority have been 
selected with care and with an eye 
not only to the success of the store 
but for just treatment of every sub- 
ordinate.” 

Mr. Mahoney then gave in detail 
the many jobs of retailing that could 
be delegated to assistants and spoke 
on the possibilities of using girl 
clerks hired away from chain stores 
in certain departments that catered 
to women customers. 

In the discussion that followed con- 
siderable comment opposing comp- 
ensation-strictly on sales was voiced 
because there are many necessary and 
useful jobs that every clerk must do 
for the success of the business which 
can not be measured entirely by im- 
mediate or personal sales records. 
Others believed that this angle could 
be adjusted when making up the plan 
of adjusting compensation. 


THURSDAY AFTERNOON—Final Session 


HE Thursday afternoon session 

opened with a general discussion 
of questions submitted by the dele- 
gates and this discussion was carried 
on for half an hour. The session 
proper then convened, starting with 
reports of committees. The Reso- 
lutions Committee presented three 
resolutions, the first dealing with the 
Sales Tax, as follows. 


“There has been a recent develop- 
ment in State taxes, or in taxes under 
consideration for adoption by the 
States, to which we desire to call at- 
tention. This development has been 
on taxes upon the sale of general 
merchandise at retail. Be it resolved: 
That we oppose such taxes as un- 
desirable from the point of view of 
administration, as unfair in both 
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their direct and 
indirect effect up- 
on business enter- 
prises, and as 
contrary to the in- 
terests of the pub- 
lic in sound prin- 
ciples of taxation.” 

The second 

dealt also with 
taxes as follows: 
7 “The mounting of 
Federal, State and 
local taxes is 
; rapidly becoming 
a serious burden to most of our ma- 
jor industries and falls ultimately 
1 upon the average citizen, finding re- 
. ¥ flection in the cost in practically 
; all of the necessities of life. Be it 
resolved: That we wish to go on 
record as opposing all increases in 
Federal, State and local taxes.” 
, The final resolution was one of 
thanks to F. J. Pekoc, Jr., chairman of 
the entertainment committee, the job- 
bers and manufacturers who helped 
the officers in conducting the Con- 
gress, and to Mrs. P. C. Pegg, chair- 
man of the ladies entertainment com- 
mittee. Thanks were also tendered 
to the hotel management. 

J. Chas. Ross, Kalamazoo, Mich., 
reported for the Place of Meeting 
Committee. He said that on Wednes- 
day the committee had met and voted 
to recommend Los Angeles as the 
place of meeting of the next Congress. 
This was reported to the’ National 
Board, but on account of general 
conditions and economic trends, the 
board had asked a reconsideration. 
This was explained to the California 
delegation, which then withdrew its 
request. At a meeting on Thursday, 
the committee unanimously voted to 
recommend Minneapolis, Minn., as 
the place of meeting for 1932. The 
reports of the committees were 
adopted. 

Next came the report of the nomi- 
nating committee as follows: Pres., 
Thos. B. Howell, Richmond, Va. 
Vice-Pres., Hugh F. McKnight, Pitts- 
burgh, Pa. Directors: S. G. Bartel, 
Evansville, Ind.; C. C. Carter, Carth- 
age, Mo.; N. E. Given, Bemidji, 
Minn.; W. B. Martin, Mansfield, 
Ohio; E. W. Peterson, Florence, 
Wis.; J. S. Rhein, Alliance, Neb.; 
Hugh C. Ross, Jackson, Tenn.; 
Charles: G. Gilbert, Oregon, Ill. The 
Advisory Board, as follows: W. B. 
Allen, Palo Alto, Cal.; Arthur C. 
Lamson, Marlborough, Mass.; J. 
Chas. Ross, Kalamazoo, Mich. 

The report of this committee was 
adopted, and Pres. Allen called upon 
the newly elected officers for remarks. 
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He then turned the gavel over to the 
new president, Thos. B. Howell and 
invited him to give the closing pro- 
gram address of the session on the 
subject “The Master Hardware Re- 
tailer Himself.” Pres. Howell re- 
sponded in part as follows: 

“We have listened through three 
days of intensive discussion on the 
subject ‘The Master Merchant.’ We 


have attempted to reach in our dis- 
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cussion a type to picture to you, the 
consummation of years of steady evo- 
lution—the merchant, the man, the 
citizen—this new form of man and 
merchant transformed from the lowly 
Henry Brown, from the apparent 
wreck of a struggling soul, into the 
character that has created for him- 
self a new place in his community. 
So let us retrospect a little while, and 
go back a few years through this 
maze of strenuous development and 
see what has happened. Emanating 
from a troublous situation, confront- 
ed with problems apparently insur- 
mountable, having as his complex 
this new era of merchandising in the 
form of the chain systems, with 
brains and limitless capital, setting 
up for the public a condition of ap- 
peal in merchandise, a new display 
of price and enticing arrangement, 
putting aside the old order of things, 
and presenting to the world a new 
aspect in the field of trade. 

“Henry was told by both public 
and wise leadership, that unless he 
was alive to this new order, unless he 
with a contempory display of talent, 
brains and new arrangement met and 
exceeded this capable and acceptable 
new order, he and many others would 
find themselves slowly but surely fad- 
ing out of the picture and forced to 
seek other fields of endeavor. He was 
told wisely and well that there were 


several most fundamental things he 
should subscribe to before finding 
himself equal to this great task of 
keeping step with modern methods, 
and thus assuring himself of a place 
in his community and making pos- 
sible his perpetuation in the business 
world. 

“He was told that to put his house 
in order he must do some if not all 
of the following things: lst. To im- 
mediately set up business control, 
that he might successfully and intelli- 
gently manage his finances, and at all 
times know definitely those facts es- 
sential to his business structure. 2nd. 
He was shown that one of the essen- 
tials in his success in holding fast to 
what he already possessed, was to set 
up a stock control, that he might 
intelligently regulate his buying and 
control absolutely his stock turn; 
that he might regulate his purchases 
consistent with his ability to finance 
and in line with the demands of his 
community. 

“3rd. He was shown the supreme 
importance of merchandise appeal 
through proper stock and store ar- 
rangement, practical display of those 
articles the buying public wants at 
prices commensurate with _ their 
ability to buy and in line with cer- 
tain types of competition. 

“4th. Henry had his attention called 
to the fact that among other things 
on which his success depended was 
the proper discrimination of sources 
of supply, that he might analyze 
thoroughly the prices paid for his 
merchandise, the character of service 
rendered him and whether or not the 
distributors from whom he is buying 
thoroughly appreciate his problems 
and find themselves capable of mutu- 
ally assisting in their solving. 

“5th. He has repeatedly been shown 
through convention programs, by 
Field Men, through intelligent and 
resourceful trade publications, that 
without proper direction, intelligent 
management, attractive capable per- 
sonnel plus store atmosphere, all his 
control records would avail him 
little. 

“6th. He was called on to listen to 
a leadership that impressed on him 
the supreme importance of creating 
for himself and his store an outstand- 
ing individuality, a personality in 
self and store, a distinctive type of 
business that stamps him the Master 
Mind, the Master Merchant. 

“Now what has happened? Has 
he listened to his advisors and caught 
a true conception of what has been 
told and shown him? The hardware 
association of our affiliated states tell 

(Continued on page 84) 
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GOULDS PUMPS MAKES 
IMPORTANT CHANGES 


H. W. Foulds, assistant to the 
president and general sales man- 
ager, Goulds Pumps, Inc., Seneca 
Falls, N. Y., recently announced 
several changes in the headquar- 
ters and branch office staffs of 
the company. 

Henry L. Boyer was appointed 
manager of farm-suburban sales; 
Henry F. Miller, manager of in- 
dustrial sales; W. G. Allen, man- 
ager of engineering sales; J. B. 
Anderson, in charge of the de- 
partment of inquiry and estimate, 
and G. W. Cramer, advertising 
manager. 

The following appointments in 
branch house organizations have 
also been made: Mark D. Rowe, 
formerly Eastern manager, Servel 
Sales, Inc., now manager of New 
York office; J. B. Foley, formerly 
manager of Goulds Pittsburgh of- 
fice, now manager of Chicago of- 
fice, and Fred Jones, formerly 
connected with Goulds Philadel- 
phia office, now manager of Pitts- 
burgh office. 

To better serve pump users in 
the Southwest, the company has 
opened a new branch office at 
Dallas, Tex., 417 Magnolia 
Building, Fred Hayes, manager. 
This is in addition to offices 
maintained in Houston and 
Tulsa. 


REED & PRINCE MFG. CO. 
ELECTS OFFICERS 


At a recent meeting of the 
Reed & Prince Mfg. Co., Worces- 
ter, Mass., officers were elected. 
Chester T. Reed is president and 
Alden Reed is treasurer and sec- 
retary. Windsor Reed is clerk 
and general superintendent, Ed- 
ward E. Lothrop is vice-president 
and general sales manager, while 
J. V. Banks is vice-president and 
district sales manager for the 
Chicago territory. 


SCHLAFER 56 YEARS 
IN BUSINESS, MARRIED 
FOR FIFTY YEARS 


O. P. Schlafer, Appleton, Wis., 
72, president, Schlafer Hardware 
Co., Appleton, Wis., recently cel- 
ebrated his fifty-sixth anniversary 
in business and fifty years of 
married life. He first went to 
Appleton in 1875. Mr. Schlafer 
was connected with Bailey & 





Ballard, later known as D. B. 
Bailey & Co. That company 
later became Schlafer, Barrett & 
Tesch. In 1896 he bought the 
entire business and has carried 
on an extensive hardware and 
mill supply business ever since. 

He is a charter member of the 
Wisconsin Retail Hardware As- 
sociation, a former president oi 
the association and one of the 
organizers of the Hardware 
Dealers’ Mutual Fire Insurance 
Co. and Hardware Dealers’ Mu- 
tual Casualty Co. He is a for- 
mer president of both insurance 
companies, having resigned a 
year ago to be chairman of the 
board of both groups. In addi- 
tion to his hardware activities, le 
is a director of the First National 
Bank, Y. M. C. A., Rotary Club 
and president of the Wisconsin 
Wire Works, makers of paper 
mill wires. 


DONNELLY IS SHEFFIELD 
SALES, ADVERTISING MGR. 


Leon W. Diamond, president, 
The Sheffield Bronze Powder & 
Stencil Co., Cleveland, Ohio, has 
announced an expansion program 
for the coming year, designed to 
enhance the value of the Shef- 
field franchise to the wholesale 





distributing trade in the United 
States and Canada. 


J. J. DONNELLY 


James J. Donnelly has been 


appointed as director of sates | 


and advertising. Mr. Donnelly 
brings to his work a_ broad 
knowledge of specialty merchan- 
dising, developed over a period 
of 17 years as director of sales 
and advertising of the Ohio Var- 
nish Co., Cleveland, Ohio. He 
was more recently associated 
with the Glidden Co., Cleveland, 
Ohio. 


YALE & TOWNE PRESENTED SPECIAL 


EXHIBIT IN 


The New York City Contract 
Hardware Department of the 
Yale & Towne Manufacturing 
Co. presented a special display 
from June 22 to 27, inclusive, in 
the metropolitan offices of the 
company on the tenth floor of 
the Chrysler Building, 405 Lex- 
ington Avenue. Invitations had 
been sent to the hardware trade 
and a large number of visitors 
had the opportunity of viewing 
several very interesting exhibits. 

In addition to the extensive 
display of Yale hardware, shown 
in a handsome room especially 
fitted for the purpose, many 
products in their various stages 
of production were exhibited. 
Skilled craftsmen from che 
Stamford plant of the company 
were on hand to demonstrate 
several manufacturing methods. 
Template locks and lock cylin- 
ders were assembled by factory 
experts. 





74 


NEW YORK 


Many panels were mounted 
with parts graphically showing 
how locks and builders’ hard- 
ware pass through many oper- 
ations from the raw material 
stage, until they become finished 
products. As one example, 22 
manufacturing processes involved 
in turning out a door knob were 
shown. Cylinder keys were be- 
ing cut and fitted according to 
factory practice. The operation 
of several types of locks, includ- 
ing time locks, was illustrated 
and explained. 

While the manufacturing oper- 
ations demonstrated were a tem- 
porary attraction, the balance of 
the display will constitute a per- 
manent exhibit, which will be 
open to the trade for inspection 
at any time. The executive of- 
fices of the company adjoin the 
offices of the contract depart- 
ment. W. S. Mace, manager of 





metropolitan sales, is in charge. 


WILLEY LEAVES AS SALES 
MGR. OF IMPERIAL KNIFE 


A. H. Willey resigned July 1 
as sales manager, Imperial Knife 
Co., Providence, R. I., to take a 
much needed rest and vacation, 


A. H. WILLEY 


after which he will announce his 
future business plans. His home 
address is 3457 Bedford Avenue, 
Brooklyn, N. Y. 


CeCo MFG. CO. HAS NEW 
SALES PROMOTION PLAN 


A systematic and _ intensive 
business promotion service to 
wholesale distributers and retail- 
ers has been worked out by the 
advertising and sales promotion 
department of the CeCo Mfg. 
Co., Inc., Providence, R. I. It 
links CeCo’s policies with whole- 
sale distributer cooperation and 
business promotion for retailers. 
The company promises to help 
wholesale distributers promote 
business with present retailers 
and help work up additional ac- 
counts, to send out broadside 
mailings and offers a cooperative 
sales plan. 

To the retailers it promises to 
help increase tube business and 
boost sales of other merchandise 
carried. A series of four sales 
invitation letters featuring and 
advertising dealers entire busi- 
ness throughout the entire sea- 
son will be issued. 


F. H. SATTERLEE DIES 


F. H. Satterlee, president, F. 
E. Satterlee Co., Minneapolis, 
Minn., wholesale radio and parts 
distributers, died June 12. 











ILLINOIS EXHIBIT NOW 
IN CHICAGO; GILBERT 
IS EXHIBIT DIRECTOR 


Charles G. Gilbert, Oregon, 
Ill., former president of the IIli- 
nois Retail Hardware Association 
(1928-1929), has accepted the 
position as director of exhibits 
of the Illinois association. He 
assumed office on July 1, at 
which time the headquarters of 
the association were moved from 
Elgin, Ill., where they had been 
for more than twenty-nine years, 
to Room 1141, The Merchandise 
Mart, Chicago. 

For the past seventeen years 
the annual convention and ex- 
hibit of the Illinois association 
has been held at the Hotel Sher- 
man the second week of Febru- 
ary. This year several changes 
are to be made. The date is 
advanced four weeks and the 
convention will be held Jan. 12, 
13, 14, 15 at the Hotel Sher- 
man, with the exhibit on the 
second floor of The Merchandise 
Mart opening on Monday, Jan. 
11, and closing Saturday, Jan. 
16. 

The exhibit is to be enlarged 
and made to include the many 
items carried by most hardware 
retailers today. Special sections 
will be set aside in the two 
large exhibit halls for the exclu- 
sive showing of housewares, 
glassware, pottery, electrical ap- 
pliances, sporting goods, toys 
and radio, in addition to the 
usual varied and interesting dis- 
play of hardware, tools, paints, 
stoves, washing machines and the 
other home needs regularly sup- 
plied by the local hardware mer- 
chant. 

The exhibit will be known as 
the Midwest Hardware and 
Housewares Exposition and will 
be open to all legitimate dealers. 

Mr. Gilbert’s office is also in 
Room 1141, The Merchandise 
Mart, Chicago. 





NASH HARDWARE OPENS 
RETAIL DIVISION 


The Nash Hardware Co., Fort 
Worth, Tex., wholesale distrib- 
uters, has opened a special retail 
bargain department, according to 
Texas papers. It is said that spe- 
cial retail bargains will be of- 
fered weekly. One hour parking 
privileges have been arranged. 





FOWLER REPRESENTS 
BALDWIN TOOL WORKS 


J. Chilton Fowler has been 
named as sales agent for Baldwin 
Tool Works, Parkersburg, 
W. Va., for the territory west of 
Denver, Colo. His headquarters 
are at his home in San Francisco, 
Cal. He was previously con- 
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nected with American Fork & 
Ten 
years ago he joined the Kelly 
Axe & Tool Co., in charge of far 


Hoe Co., Cleveland, Ohio. 


western sales. 





MESSENGER, COURTNEY’S” 


GENERAL SALES MGR. 


Courtney’s Lock Distributing 
& Service Corporation, 103 La- 
fayette Street, New York City, 





M. R. MESSENGER 


has announced the appointment 
of Martin R. Messenger as gen- 
eral sales manager. Mr. Mes- 


senger is exceptionally well 
known to the lock and key in- 
dustry and the trade. He be- 
gan his business career with the 
Wilson Bohannan Co., Marion, 
Ohio. He was connected with 
that company for more than 
eight years, and at one time was 
in complete charge of the com- 
pany’s New York office. For the 
past two years Mr. Messenger 
has been connected with the In- 
dependent Lock Co., Fitchburg, 
Mass., as a sales representative 
covering the metropolitan dis- 
trict. 


WALDEN REPRESENTS 
SULLIVAN BRUSH CO. 


P. H. Walden, former sales 
manager, William Ford Co., St. 
Louis, Mo., now covers the far 
western and Pacific Coast terri- 
tory for Sullivan Brush Co., 
Terre Haute, Ind. Mr. Walden 
makes his headquarters at his 
home, 21 Westminster Street, 





Venice, Cal. 


American Hardware Corp. Rearranges 
New York Business Facilities 


On June 15 the American 
Hardware Corpn. put into effect 
a rearrangement of its New York 
facilities for the conduct of its 
business which will have an im- 
portant effect upon its ability to 
serve the hardware trade of the 
city. It has purchased the build- 
ing at 94, 96 and 98 Lafayette 
Street, remodeled the interior, 
and devoted it to the New York 
trade of its four members—P. & 
F. Corbin Division, the Russell 
& Erwin Manufacturing Co. Divi- 
sion, Corbin Cabinet Lock Co. 
Division and Corbin Screw Corp. 
Division. 

The American Hardware Corp. 
has been a tenant of this build- 
ing since 1907. The only im- 
portant change in location made 
at this time is the removal of 
the offices and warerooms of the 
Corbin Cabinet Lock Co. to this 
building from its former quar- 
ters at 21 Warren Street. This 
change was made in order to 
share in the benefits of being 
housed in a company-owned 
building, and the advantages of 
a location adjacent to the main 
avenues of communication be- 
tween different portions of the 
metropolitan district. 

The ground floor of the build- 
ing has been transformed into 
handsome offices for the New 
York sales branches of the Cor- 
bin Cabinet Lock Co. and Corbin 
Screw Corp. Division. A finely 
fitted sample room terminates the 





aisle at the rear of the building. 





The interior finish is of Circas- 
sian walnut paneling, produced 
in the wood-working section of 
the Corbin Cabinet Lock Co. Di- 
vision. The offices are high, light, 
quiet and airy, and the arrange- 
ment convenient. An ell ex- 
tends to a commodious loading 
platform on Walker Street and to 
elevators to the upper floors, 

The second floor contains the 
offices of the export department 
of the Corbin Cabinet Lock Co. 
and its stock rooms, also the 
transportation department of the 
American Hardware Corp. and 
the receiving and distributing 
room of Russell & Erwin Mfg. 
Co., which is directly in charge 
of the transportation department. 

On the third floor are located 
the stock rooms of the Corbin 
Screw Corp. Division. The 
fourth floor and a portion of the 
fifth are devoted to P. & F. Cor- 
bin stock. 

There is no change in the per- 
sonnel, the different divisions 
conducting their affairs under 
the direction of the same men 
who have been in charge—Har- 
rison L. Taylor, manager, for 
Corbin Cabinet Lock Co.; J. T. 
Shelton, manager, for Corbin 
Screw Corp.; Nicholas Frunzi, 
in charge of the transportation 
department, American Hardware 
Corp.; W. N. Sweet, export man- 
ager for the Corbin Cabinet Lock 
Co., and Charles Kacer, ware- 
house manager for P. & F. Cor- 
bin. 








KELLY WILL CONTINUE 
RESALE PRICE FIGHT 


In spite of the unfavorable re- 
port of the Federal Trade Com- 
mission, Washington, D. C., on 
June 21, Representative Clyde 
Kelly, Pennsylvania, declared the 
next day that he had no intention 
of dropping the fight on this 
form of distribution, according 
to The Journal of Commerce. 

In the report of the Trade 
Commission made to Congress, 
June 21, the need of legislation 
legalizing resale price mainte- 
nance was denied. This report 
was made after a three year 
study made by the commission 
on its own initiative. The com- 
mission was reported as holding 
that enactment of such a law 
would be “a dangerous departure 
from existing policies,” which 
might prove an injustice to con- 
summers. 


KRUTTSCHNITT DIES 


Gustav <A. Kruttschnitt, 67, 
died June 23 at his home in Irv- 
ington, N. J. He was founder 
of the New Jersey Aluminum Co., 
and became one of the largest 
stockholders in the Aluminum 
Co. of America, Pittsburgh, Pa., 
when his firm was merged with 
it. For twelve years he was 
president of the Irvington Board 
of Education. 


TOWNS SHOWN AHEAD IN 
CONSUMER DISTRIBUTION 


Reports from Washington, 
D. C., quote Charles D. Bohan- 
nan as stating that small towns 
have more than half the con- 
sumer distribution of the nation. 
Mr. Bohanan, who has charge of 
rural and agricultural distribu- 
tion census, in a recent report 
cited as somewhat typical a town 
of 1500, only fifteen miles from 
a city of 300,000. It has retail 
sales volume of more than $1,000 
per capita, while the city had 
only $700. 

WOODMANSEE IN CHARGE 

OF CITY BOND MONEY 


A non-partisan committee has 
been appointed to assist the city 
administration in Kansas City, 
Mo., in administering the money 
to be raised by the city’s recent 
$39,000,000 bond issue. J. E. 
Woodmansee, treasurer and gen- 
eral sales manager of the Rich- 
ards & Conover Hardware Co., is 
a member of the committee, and 
says that local labor, materials 
and capital will be used as far as 
possible in effecting the improve- 
ments, which will extend over a 
period of ten years. Mr. Wood- 
mansee is prominent in Kansas 
City civic and charitable ac- 
tivities. 
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June Wholesale Sales 
Exceeded 
Expectations 


New York, July 1.—Whole- 
sale hardware sales during June 
exceeded expectations in most of 
the country’s leading market 
centers. In several trade terri- 
tories, volume for the month just 
closed compared quite favorably 
with the corresponding month 
of last year. June, in most re- 
spects, was a far more satisfac- 
tory business month than May. 
With the single exception of the 
Southern territory, where crops 
are suffering from the lack of 
sufficient moisture, general con- 
ditions appear more favorable 
than for some time past. The 
prospects for July are considered 
fairly bright, although the usual 
seasonal tapering off of the de- 
mand is naturally expected. 

Seasonable merchandise con- 
stitutes the larger bulk of the cur- 
rent volume. Staple merchan- 
dise continues to move in a 
steady, but moderate manner. 
Builders’ hardware and related 
construction supplies are in im- 
proved demand in some sections 
where fairly extensive construc- 
tion programs are underway. 
Popular priced tools of the house- 
hold type are in better demand. 
Vacation goods, outing equip- 
ment, canning supplies, and a 
wide range of articles needed to 
equip summer homes and camps 
are in excellent demand. 

Most price revisions being an- 
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nounced by manufacturers are of 
minor importance and no major 
changes appear likely in the im- 
mediate future. It is believed 
that the first indication of a sta- 
bility in the price structure will 
serve to give buyers more confi- 
dence and that they will then be 
willing to enter the market more 
actively. With recent evidence 
of firmer quotations on some 
basic commodities, it is not im- 
probable that advances will fol- 
low in the prices of manufactured 
products. 

Collections are reported as 
slow in some sections and as fair 
in others. Retailers are encoun- 
tering some difficulty in collect- 
ing their outstanding accounts. 


Report Declares Outlook 
Brightest in More Than Year 


A general wave of optimism is 
noticeable throughout the country in 
reports of business conditions in 
twenty-seven localities recently sum- 
marized by the President’s Emergency 
Committee for Employment. The bul- 
letin is declared the most hopeful that 
has been issued in more than a year. 


President Hoover Increases 
Duty on Some Hardware 
and Allied Lines 


(From Our Washington Bureau) 

The duty on bicycle, velocipede and 
similar bells was ordered increased to 
70 per cent by Presidential proclama- 
tion on June 24. The present rate is 
50 per cent. These bells are imported 
wholly from Germany. The action of 
the President was based on a recom- 






mendation of the Tariff Commission 
following an investigation concerning 
bells, chimes and carillons. The Com- 
mission did not find any change war- 
ranted in the rate of duty on chimes 
and carillons. 

The President also approved an in- 
crease in the rate of duty on hemp 
cordage. The present rate is 3%4c. 
per lb., which is increased by the 
maximum of 50 per cent to 4%c. 
Halibut fishing line is the most im- 
portant type of hemp cordage in do- 
mestic production. 

The latter investigation was in- 
stituted in response to an application 
fromthe Mittet Line & Net Co. and 
the Haram & Wicks Line Co., Seattle, 
Wash., producers of hemp halibut fish- 
ing line. Of the total domestic pro- 
duction of hemp cordage, halibut fish- 
ing line constitutes a larger proportion 
than any other type, while of the total 
imports, halibut fishing line constitutes 
a less important proportion. Imports 
in 1930 were about 28 per cent of the 
estimated domestic production of 
hemp cordage of all kinds. The in- 
vestigation, which covered 1930, 
showed that Italy is the principal com- 
peting country. 

Another report of the Commission, 
approved by the President, recom- 
mended no change at this time in the 
duty of $1.1214 per ton on pig iron. 


Sears, Roebuck Co. Sales 
Off 5.3% in 4 Week Period 


Sales of Sears, Roebuck & Co. for 
the sixth four-week period ended June 
18 were $29,813,876. This was a de- 
cline of 5.3 per cent from the volume 
of $31,475,143 for the corresponding 
weeks of 1980. 

Aggregate sales for the first twenty- 
four weeks of the year ended June 18 
were $158,968,370, compared with 
$172,276,013 for the same period of 
1930, a decline of 7.7 per cent. 
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(Chicago Office of HARDWARE AGE) 
Cuicaco, June 30. 


ITH Bradstreet’s general com- 

modity index at a 17-year low 

level, all retail business, in- 
cluding hardware, seems to be gradu- 
ally improving, particularly where ad- 
vertising and selling effort are aggres- 
sive and where the lowness of prices 
is stressed. There has been too much 
“weather” in some localities, and deal- 
ers are entering what promises to be 
a generally quiet summer. Wholesale 
prospects are better—largely in view 
of the very low stocks in retailers’ 
hands. Almost any selling must be 
followed by ordering to cover—and 
usually “rush shipment” ordering. 
Price drops are fewer, less important 
in nature and amount, and more manu- 
facturers are at least thinking and 
talking of much-needed advances, to 
follow “sometime” at the first reason- 
able opportunity. 


WEATHER AND CROPS 


Higher average temperatures, with 
continued abundant rainfall in this 
area, except in the Dakotas, have fur- 
ther improved crop prospects. A tor- 
rential rain June 22, in the immediate 
Chicago area, has apparently damaged 
nearby vegetables, tree fruits and 
small grains—how much, it is too early 
to judge. An unusually large local and 
country-wide peach crop is in prospect, 
rating now 25 per cent or more above 
the 10-year average, and over 40 per 
cent ahead of 1930. Corn is coming 
along rapidly with the warmer weather 
and with opportunity for more intensive 
cultivation. The acreage is large. Dairy 
conditions, except for low prices, are 
excellent, with a good milk flow. Tame 
hay, while still off, has made phe- 
nomenal improvement from the drought 
setback. Farm labor costs are very 
low, indebtedness has not increased, 
and a wide distribution of crop income 
is promised, even at the depressed price 
levels generally ruling and in prospect. 


COLLECTIONS 


While there has been no noticeable 
change in credit conditions, the re- 
tailer is undoubtedly obliged these 
days to put more thought into grant- 
ing credits and better work in making 
collections. Many dealers are getting 
worthwhile results and are really learn- 
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Signs 


ing that money can be collected with 
steady, intelligent effort. 


RAILROAD OUTLOOK 


Eastern sentiment seems naturally 
more sympathetic than Western to the 
railroads’ recent application for a 15 
per cent rate increase. Eastern mar- 
kets deal in rail securities and sell the 
roads their chief supplies. The west- 
erner figures a rate increase will not 
only raise the cost of his supplies, but 
will in effect place him farther from 
his eastern markets. 


STEEL PRICES 


Steel values are still unduly low, 
but are holding better. Interest cen- 
ters in the effort of sheet mills to 
establish the new classification base 
prices for third-quarter business. In 
the case of black sheets, the new base 
involves an advance of $3 a ton and 
the increase on galvanized is $2. With 
passenger automobile registrations to 
June 1 showing a decline of 30 per 
cent from the number recorded dur- 
ing the same five months of 1930, the 
effect upon steel producers of this loss 
of tonnage may be readily understood. 
Today’s prices on bars, plates and 
sheets are “distress” figures, reflecting 
not intrinsic value, but a desire to 
“keep going.” Copper advanced 14 
cent a lb. to 814 cents in both domestic 
and foreign markets June 23 as a re- 
sult of the improved outlook following 
President Hoover’s debt-holiday plan. 
The same influence has advanced tin 
1 cent and lead 14 cent per lb. 


TIN AND LEAD PRODUCTS, ETC. 


A three months’ summer shutdown 
of two of the largest producing lead 
smelters, together with a concerted re- 
ducing of the world’s tin output under 
the control of an international tin 
pool, will probably help stabilize these 
metals by reducing overproduction. 
Surplus lead stocks are at a record 
high figure, but tin supplies have been 
better controlled during recent months 
of scant demand. 


A SOUTHERN REPORT 


“The proposed moratorium in the 
payment of war debts, causing cotton 
to advance $3.50 a bale, with October 
contracts advanced 72 points, has 
created an optimistic feeling. The 


Are More Hopeful 
Wholesale Prospects Brighten 


weather is ideal for cotton—not enough 
rain for other crops. Trade conditions 
about the same as June, 1930, but 
should improve after July 4, when 
merchants ordinarily commence to in- 
crease stocks for fall trade.” 


MANILA AND SISAL ROPE 


A forecast of third-quarter prices, by 
a leading manufacturer, indicates no 
change from second-quarter figures. 
The best grade manila rope has been 
selling at 17c. per lb. base, and the 
best sisal at 13c. 


ELECTRICAL SUPPLIES 


Last week’s figures for Chicago dis- 
trict electric current output were the 
best for several months. House light- 
ing fixtures are moving in better vol- 
ume, indicating some increase in resi- 
dential building or repairs. Flashlights, 
with replacement bulbs and batteries, 
are increasing in demand as the vaca- 
tion season nears its height. A new 
electric pocket lantern is also showing 
surprisingly large sales. 


HARDWARE CLOTH 


Manufacturers of poultry netting 
and screen cloth report a season of 
restricted biying well under 1930, but 
with a welcome exception in the in- 
creased and still growing demand for 
galvanized hardware cloth. Some 
architects specify this fabric in place 
of metal lath, while its uses for poul- 
try houses, small animal pens, window 
and tree guards, vegetable bins, and 
ventilating partitions are commonly 
known and growing in extent. Prices 
are now the lowest on record. 


. LAWN MOWERS 


In spite of general rains and fast- 
growing grass plots, late sales on lawn 
mowers have been disappointing. 
Many dealers say their customers are 
fixing up the old mowers for another 
season’s stretch of service. 


SCHOOL CONTRACTS 


School trustees contract during the 
summer for school and janitor sup- 
plies for the coming fall term. The 
local hardware dealer usually has the 
acquaintance and influence necessary 
to make these sales if watchful for the 
opportunity—even against the  ever- 
present direct factory competition. 
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PITTSBURGH 


(Pittsburgh office of HARDWARE AGE) 
PittspurGH, June 30. 

OT weather in the last few days 
H has stimulated sales in season- 

able goods, and the last half 
of June is running somewhat ahead of 
the first two weeks in aggregate busi- 
ness. Garden and lawn tools are still 
active and lawn mowers and rollers are 
moving better than at any time this 
season. Probably because of heavy 
rains, garden hose and sprinklers have 
been rather quiet.~ Electric fans are 
active and cherry seeders are moving 
particularly well. The cherry crop in 
this locality is the largest in years, 
and favorable reports are also heard 
regarding other fruits. This will un- 
doubtedly stimulate sales of Mason 
jars and tops as the summer progresses. 
Athletic supplies are rather quiet, but 
some retailers who have been pushing 
golf and baseball goods report sales 
that compare favorably with last year. 


PRICE REVISIONS 


During the week makers of strip 
and T hinges and wrought butts have 
issued entirely new schedules of prices, 
but net costs are changed only slightly. 
Cotton sash cord has been reduced 
about 3c. per lb., and the No. 8 size 
is now quoted from 24c. to 45e. per |b., 
according to grade. Cotton clothes line 
is also down about 5 per cent. Makers 
of bolts and nuts are planning a gen- 
eral reduction in the form of an extra 
10 per cent discount, which will likely 
become effective in July. New sched- 
ules by jobbers will probably follow 
in due time. Nail prices are holding 


NEw Yor 


New York, June 30. 


ETROPOLITAN _ wholesalers 
M are fairly well satisfied with 

June business. Although no 
definite sales figures for the month are 
available at this time, it is generally 
believed that results will compare 
favorably with the corresponding month 
of last year. In this respect, it ap- 
pears that the showing will be more 
favorable than for the preceding 
month, as May sales of most local job- 
bers were smaller in the same month 
of 1930. While June business has not 
been sufficiently brisk to offset the de- 
cline that occurred in May, it has ex- 
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at $2.15 per keg for shipment out of 
jobbers’ stocks, but wire has been 
lowered in accordance with recent mill 
adjustments. New prices are $2.38 per 
lb. for 4-point cattle in 80-rod spools, 
2.60c. for No. 9 annealed and 3.05c. 
for No. 9 galvanized. A change in 
sheet steel prices is also in prospect 
following the new schedules announced 
recently by mills which change base 
gages and differentials. This will 
probably not be reflected in jobbers’ 
selling prices before August 1. Sheet 
copper is lower at 18.12%4c. per Ib., 
and solder is quoted at 16.50c. per lb. 
No change in painting ingredients has 
been reported in the last week. 


BUILDING OPERATIONS 


Data on building activity in Penn- 
sylvania during May, which have just 
been released, show a sharp drop for 
the Pittsburgh district. The total de- 
cline from the previous month in the 
Pittsburgh area amounted to $1,341,- 
332, or 57.1 per cent. A few munici- 
palities in this area, including Butler 
and Donora, Pa., reported slight gains. 
Hardware manufacturers are watching 
with interest the efforts being made 
by the building industry to stimulate 
activity by means of a central mortgage 
bank, the formation of a corporation 
to finance residential building and the 
financing by manufacturers of home 
modernization programs. While few 
results can be expected from such ac- 
tivity in the present year, it seems 
likely that some such steps must be 
taken if building can be revived in 
1932. 





ceeded the expectations of most 
wholesalers. Depreciation in value is 
estimated as accounting for allowances 
varying from 10 to 15 per cent for de- 
clining prices. It is thought that de- 
clines have been less marked in wood- 
enware and housefurnishings than in 
hardware and closely allied lines. Sea- 
sonal merchandise continues to consti- 
tute the greater portion of the volume 
of goods moving out to dealers. As 
has been the case for some time, most 
orders are small and, as a rule, only 
sufficient quantities for immediate needs 
and stock replenishment purposes are 
being purchased by retailers. 


Seasonal Goods More Active 
Price Revisions Are Effective 


INDUSTRIAL ACTIVITY 


Industrial activity in western Penn- 
sylvania has not changed much in the 
last week despite improved sentiment 
brought about by outside influences, 
such as the proposed moratorium in 
German reparations payments, the plea 
of the railroads for a general freight 
increase, and the coal strike. Steel 
ingot production declined to about 35 
per cent of capacity in the last week 
of the month, and there is a prospect 
of some further reduction during July. 
No change in steel prices has been 
attempted for the third quarter, with 
the exception of sheets and strip steel. 
Higher quotations on these commodi- 
ties have not been tested sufficiently 
by contract buying to make their ap- 
plication general. 


COAL MINING 


The coal mining strike in western 
Pennsylvania, West Virginia and east- 
ern Ohio is becoming more of a factor 
in the general business situation. While 
prices of coal and coke have not been 
advanced, a shortage of industrial and 
railroad coal is rapidly developing, and 
more serious consequences may be ex- 
pected early in July unless some sort 
of a settlement is reached. 


UNEMPLOYMENT 


Unemployment is somewhat larger 
than it was early in the month, -due to 
seasonal influences, and artificial stimu- 
lation by means of public works and 
other outside activity has not been suf- 
ficient to take up the slack made in 
other lines. Collections are a serious 
problem with no relief in sight. 


June Sales Fairly Satisfactory 
Easier Price Trend Continues 


UNDERTONE IMPROVES 


With some improvement apparent in 
general business conditions, the trade is 
somewhat more optimistic over the out- 
look for the balance of the year. The 
advances occurring in the stock mar- 
ket following announcement of Presi- 
dent Hoover’s war debt proposal has 
lent a tone of confidence to the out- 
look. Higher prices for some basic 
commodities have also exerted a favor- 
able effect. Opinion varies, in the 
trade, as to whether the momentum 
created by these factors will be last- 
ing, or only temporary. It is deemed 
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unlikely that any marked improvement 
will occur in the hardware trade dur- 
ing the next two months, which are 
usually dull, even in normal times. 


FUTURE ORDERS 


A fair amount of future -business is 
being booked in a few fall and winter 
lines, namely, weatherstrip and axes, 
but jobbers assert that most dealers are 
reluctant to buy merchandise that is 
not required to satisfy the current con- 
sumer demand. 


BUILDERS’ HARDWARE, ETC. 


Builders’ hardware and construction 
supplies have shown increased activity 
during June, although the demand is 
far from being satisfactory. Accord- 
ing to a recent report issued by the 
F. W. Dodge Corporation, residential 
building in the metropolitan district for 
the first five months of the year totaled 
$159,000,000, reflecting an advance of 
40 per cent over the corresponding pe- 
riod of a year ago. Orders being re- 
ceived by wholesalers indicate that 


CINCINNAT 


(Cincinnati office of HAarpwarp AGE) 
Cincinnati, June 30. 


OVEMENT of hardware mer- 
M chandise in this district dur- 

ing the last two weeks has 
shown relatively no change from the 
preceding two weeks’ period. In fact, 
June business was about on a parity 
with May. Business has been sustained 
for the last several months at the same 
level and, despite summer weather, 
there has been no letup in purchases. 


TREND OF DEMAND 


While seasonal articles are moving, 
district jobbers indicate that the con- 
sumption of this line of merchandise 
is not as brisk as could be desired. In 
fact, the same hand-to-mouth rate of 
purchases that prevails in the staple 
lines is applicable to summer goods. 


FUTURE ORDERS 


An interesting feature in the pres- 
ent market is the advance orders for 
denatured alcohol. District jobbers 
report that present commitments for 
alcohol for next winter delivery are 
about equal to the business volume of 
a year ago, and the present indications 
are that a fairly good business will be 
enjoyed in this type of merchandise. 
Of course, the present low quotation, 
which is about 20c. below that of last 
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dealers in some suburban sections are 
securing some business from the in- 
creased home building program. Tools 
are in moderate demand. Household 
tools, offered in the popular priced 
range, are fairly active. 


EXPORT DEMAND GAINS 


A revival of interest, accompanied 
by a slight increase in the actual de- 
mand, is reported by some exporters 
of tools and other hardware products. 
Foreign buyers, in most cases, have 
hesitated in making purchases recently 
in view of the easier price tendency. 
It is said that upon being advised that 
the present quotations are on a firm 
basis that they have been more willing 
to enter the market. In some instances, 
foreign buyers are requesting guaran- 
tees against price declines. 


PRICE TENDENCY 


During the past week several price 
reductions have been announced by 
manufacturers. The Stanley Works has 
issued a new price list, which became 





year, may be largely responsible for 
the. movement toward early purchases. 


STOCKS ARE LOW 


Local retailers are keeping their 
shelves stocked, but are not carrying 
much additional merchandise. They 
are adhering to a conservative policy 
of buying only as the need arises. 
Stores in this district appear to be mod- 
erately busy, but retailers indicate that 
present business is only fair. The pub- 
lic is buying only as the need arises 
and is not being lured into overbuy- 
ing. 


EMPLOYMENT 


Recent figures for May, compiled by 
the local Welfare Department, indicate 
that approximately 18 per cent of the 
population is without work at the pres- 
ent time. Local factories have been 
keeping as large forces as is compat- 
ible with good business, but of course 
the demand has not been sufficient to 
warrant full operation. 


IRON AND COKE 


The local pig iron and coke market 
has shown no change. Current demand 
for these products has been sustained 
for the last several months at the same 
level. Pig iron orders have been aver- 
aging 1500 to 2000 tons a week and 
with consumers entering only as the 


effective on June 19. Probably the most 
important change shown in the new 
list is a reduction on galvanized T and 
strap hinges and similar products. An 
easier tendency exists on bolts. Dealer 
discounts of 60-10-10 from broken 
case lists are being fairly generally 
quoted by distributers. The opinion 
prevails that quotations on some spring 
lines will be substantially reduced be- 
fore next season. When the price struc- 
ture begins to show a more stable ten- 
dency, it is believed that orders will 
increase in both size and number. 


CREDIT SITUATION 


Collections are holding up fairly 
well. Jobbers report that fewer fail- 
ures among retail hardware stores than 
was the case earlier in the year. Sev- 
eral new hardware stores have chosen 
the present time to open up their estab- 
lishments, apparently believing that 
stocks can be purchased at attractive 
prices. Dealers report that their out- 
standing accounts are difficult to col- 
lect. 


June on Par with May 
Collections Continue Slow 


need arises, local furnace representa- 
tives expect this demand will continue 
throughout the summer. Coke has been 
moving ‘on old commitments, but new 
business has been small. 


FINISHED STEEL 


Finished steel is receding in demand 
at the usual seasonal rate. The steady 
rate of demand of a little better than 
50 per cent of normal which prevailed 
for seyeral months has been arrested 
and current orders warrant production 
at about 40 to 45 per cent of normal. 
One local sheet mill has closed for the 
usual summer shutdown. 


BANK DEPOSITS 


Bank deposits for the last two months 
have shown small but apparently steady 
increases. It is well recognized that 
the financial institutions are in posses- 
sion of goodly amounts of capital, but 
because of the business uncertainty 
money available for loans is small un- 
less the best of security is presented. 
Conservatism is the keynote of the pres- 
ent money market here. 


CREDIT SITUATION 


The general credit situation is about 
fair. Hardware jobbers indicate that 
collections are far from being satis- 
factory. 
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TWIN CITIES 


(Minneapolis office of HARDWARE AGE) 
MINNEAPOLIS, June 30. 

UNE has staged a regular come- 

back in the northwest tributary 

to the Twin Cities, in the matter 
of rainfall and the relief of drought 
conditions. In parts of the Dakotas 
no rain had fallen in 1931 until late 
in June, but the entire area has been 
favored with moisture. In Minnesota 
the rainfall has passed the normal 
mark, 


UPTURN IS DUE 


Trade has continued fairly quiet dur- 
ing the month, with the start of the 
summer quiet time in business gen- 
erally. It is felt, however, that the 
bottom has been reached at last in 
the decline in business in general, and 
that after Labor Day and the end of 
the vacation season business all over 
the country is due for an upturn. In 
this area trade is above the average 
#f the country as a whole, according 
to reports issued. 

Crop conditions over the Northwest 
have been greatly improved during the 
past two weeks, and encouraging re- 
ports as to crop prospects have been 
made from almost every section of this 
district. Pastures, which at the first 
of the month were inadequate, have 
taken a new start, and the growth of 
grass has precluded the possibility of 
the farmer having to provide other feed 
for the stock. Early potato crops are 
well advanced, and the prospects for 
a heavy berry and fruit yield are ex- 
cellent. 


ACTIVE MERCHANDISE 


Vacation supplies and fishing sup- 
plies are still moving out at a fairly 
good rate. These lines sell, regardless 
of general conditions, although not so 
briskly now as during normal times. 
Automobile tires and other equipment 
continue to show a fair amount of 
activity. Tire prices remain at a low 
level and stimulate the sales in this 
line. Electric fans are selling rapidly 
at the present time, as the temperature 
is at a high point, and has been for 
some time. 


LIVE STOCK RECEIPTS 


It is interesting to note that the 
receipts of live stock at the markets 
is holding up very well in comparison 
with last year, and while prices are at 
a low level, the net to the raisers is 
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June 


better than a year ago. This, together 
with the favorable conditions as to 
crops, gives a better tone to conditions 
in this district. 


COLLECTIONS AND PRICES 


In reference to collections, the gen- 


. 


Staged Come-Back 


Conditions More Favorable 


eral reply is that collections are as 
good as can be expected’ under pres- 
ent conditions, and dealer and jobber 
alike are giving special attention to 
this phase of business. 
Prices are steady, 
changes for the week. 


showing no 





ATLANTA 


(Atlanta office of HARDWARE AGE) 
AtTLanta, June 30. 


r | \HE hardware demand in this ter- 
ritory has been somewhat im- 
paired during the past few weeks 

by the general drouth over this sec- 

tion. Its reflection is strongly notice- 
able, and dealers are holding back on 

specifications waiting for its relief. A 

few rains have been reported in some 

parts of the territory, but until a gen- 
eral relief is felt, business is expected 
to be quiet, both in immediate and 
future demand. Nevertheless, under 
present complications jobbers report 

a favorable comparison of sales with 

the corresponding period of last year. 


CURRENT DEMAND 


Dry weather has brought about a 
brisk demand at this time with re- 
tailers on garden hose, sprinklers, hose 
nozzles and grass cutting tools, while 
insecticides, spraying equipment and 
screen goods reflect healthy volume. 
Sporting goods are moving fairly well. 
Hot weather merchandise, such as 
water coolers, ice cream freezers, elec- 
tric fans, etc., have been fairly active, 
although a little below expectations. 
The demand for plow goods with job- 
bers is running late in the season this 
year, probably due to the dry spell; 
however, hay ties, water coolers, oil 
stoves, refrigerators and other summer 
goods are holding fair volume. 


FUTURE ORDERS 


The future order list indicates fair 
bookings on stoves, ranges, pipe, el- 
bows and a few other fall and winter 
goods, but listings are reported some- 
what slower than a month ago. 


PRICE TRENDS 


A few recent price revisions have 
been reported by jobbers in this ter- 
ritory, and although in most cases 


Drouth Retards Sales 


Building Shows Gains 


prices are being fairly well main- 
tained at present, the general tendency 
in revisions continues to be downward. 
Sheet copper is down about 4c. per Ib., 
while strap hinges, butts, nails, hose 
and plain bibbs have also been lowered 
about 5 per cent. 


BUILDING SHOWS INCREASE 


Gains in building and construction 
in this.territory over previous months 
is reported by F. W. Dodge Corpora- 
tion, with Georgia leading the six 
States comprising the southeastern ter- 
ritory. Despite general declines in 
other sections of the South, most of 
the larger centers showed gains in 
May over April. Activity in construc- 
tion has especially aided the unemploy- 
ment situation. 


COLLECTIONS 


Collections are naturally still diffi- 
cult under present conditions, although 
no indication is made that they are 
more difficult than at the beginning 
of the year. Reported failures are few. 


AGRICULTURAL CONDITIONS 


Crops have suffered seriously from 
drouth. Tobacco, cantaloupes and 
watermelons, truck, pastures, and 
fruits have been more or less injured 
and the growth of all crops has been 
retarded. Cotton has made compara- 
tively slow growth and is small and 
apparently late and_ stunted, with 
stands only poor and fair. 

The peach belt has suffered severely 
from lack of rains. Growers, ware- 
housemen and buyers are unusually 
active at this time in appraising this 
year’s tobacco prospects. July 28 has 
been designated as the opening date 
for the Georgia tobacco market. At 
this time the crop condition and pros- 
pect is regarded as being a fair aver- 
age. 
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Can Your 
Customers 


Do This? 


This is to introduce Mr. C. L. Good- 


win, a champion whittler, and to show 






some samples of his art. 










Each of the sticks illustrated is 
carved out of one solid piece—one 










from a wild cherry bush cut right at 





Mr. C. L. Goodwin of Clarks- 










the ground and the other from cedar. eille, Ariunens, and the nies 

i s Remington Pocket nives 
The Remington Pocket Knives shown “ak ack he abil aul 
are the only tools Mr. Goodwin the two walking sticks shown 


at the right. 





employs. 







The sticks were sent to us by the Link Way Stores Co. of 
Clarksville, Arkansas, of which Mr. Goodwin is a customer. 
We're always glad to see evidence that whittling is still a 










flourishing art. Hardware dealers ought to encourage it to 






stimulate interest in the cutlery department. Why not hold a 






whittling contest once in a while? There are many fine 






whittlers all over the country who rely on Remington Knives 






and there might as well be a lot more. 


RD PODER 


President 














The Greatest Value Ever Offered— 


REMINGTON ARMS COMPANY, Inc. | ee eee eee 


Dollar Pocket Knife 

















Originators of Kleanbore Ammunition . 
25 Broadway, New York City Telephone, Digby 4-2300 


Manufacturers of Arms, Ammunition, Cutlery, and Cash Registers 







@ 1931 R. A. Co. 
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BOSTON 


(Boston office of HARDWARB AGE) 
Boston, June 30. 


ULY opens with the hardware 

business on a remarkably good 

footing, all things considered. 
June was a month of excessive rain, 
but the benefits to be derived from 
this moisture in July should be far- 
reaching. It should help field crops 
materially and promote the growth of 
grass, shrubs, trees and fruits and 
thereby create a market for many 
items carried by the retail hardware 
trade. Despite the excessive rains in 
June, shelf hardware wholesale sales 
were much larger than anticipated. 
There was a recession in business vol- 
ume, as there usually is during the 
latter part of June, but it was not as 
pronounced as_ anticipated. While 
actual results are not available at the 
moment, it is certain that bookings as 
compared with June, 1930, will be 
highly encouraging. Sentiment among 
retailers in general is more optimistic 
than in numerous other retail lines. 


DEMAND IS BROAD 


Hoes, edgers and similar tools, 
screens and screen doors, step ladders, 
roofing and sheathing papers, galvan- 


May Business Failures Were 
Lowest Since November 


Business defaults throughout the 
country in May, as reported to Brad- 
street’s, although more than in May, 
1930, showed the smallest total since 
November, 1930. Liabilities dropped 
substantially from April, 1931, but 
were larger than in March or February 
this year or May, 1930. In the five 
general classes of business, retail trade 
continued as in April to predominate 
greatly in numbers of defaults. Liabili- 
ties in this branch rose sharply to first 
place, due largely to the failure of a 
big retail lumber concern in Kansas 
City. Banking liabilities, on the other 
hand, which were by far the greatest 
in April, dropped to second place with 
a noticeable decrease. In general, de- 
faults of food, clothing, furniture and 
home furnishing concerns accounted 
for the greatest number of failures. 

The total number of failures in May 
reported to Bradstreet’s was 2096. 
This compares with 2152 in April and 
1991 in May, 1931. Total liabilities 


July Outlook Is Bright 


Sentiment Has Improved 


ized pails, rubbish burners, lawn rakes, 
especially bamboo and rubber; lawn 
mowers, mop handles, croquet sets, 
flashlight batteries, haying tools, toy 
cannons, grass and hedge shears were 
among the most active items the past 
week. To enumerate all merchandise 
selling would require too much space. 
Suffice to say that demand is very 
broad, embracing as it does 90 to 95 
per cent of the seasonablé merchan- 
dise carried by wholesale houses. 


NEW ENGLAND’S POSITION 


For some time it has been conceded 
that conditions in New England have 
been relatively better than in other 
sections of the country, particularly as 
they relate to the hardware trade. 
People in other sections have been un- 
able to explain this state of affairs, 
and New England hardware interests 
themselves have no definite answer. 

It may be said, however, that in the 
first place New Englanders are thrifty 
and money savers. In the second place, 
New England employers of labor have 
gone through the depression without 
making the general drastic reductions 
in operating forces and wages noted in 
other sections of the country. Many 
New England industries have had com- 
fortable cash reserve backlogs to 
weather the storm, and there are many 





amounted to $120,317,711 in May, as 
against $161,820,528 in April, $83,996,- 
069 in March and $81,274,329 in May 


a year ago. 





Plea for Higher Freight Rates 
Will Receive Early Attention 


Action by the Interstate Commerce 
Commission on the proposal of the 
railroads of the country for a maxi- 
mum increase of 15 per cent in freight 
rates and terminal or switching charges 
can be only problematical at this time. 
It has been indicated, however, that 
the commission will give early attention 
to the joint application of the carriers 
for the increase. 

Manifestly, the commission is aware 
that their revenues have slumped to 
a point where the yield is but little in 
excess of 2 per cent on investment, and 
that this condition has caused the rail- 
roads to ask for “emergency treat- 
ment.” They are hoping to increase 
revenues on an average of about 10 
per cent, which, it is estimated, would 


develop $400,000,000 in revenue. 


cases where wages have not been re- 
duced one cent. 


HARDWARE NEEDED 


Most of the things carried by retail 
hardware stores are necessities, and if 
a house has needed painting, repairing, 
renovating, the work has been done, 
although not, perhaps, on an elaborate 
scale. All of which perhaps explains 
why the retail and wholesale hardware 
business in New England during the 
business depression has held up so re- 
markably well. 

The credit relation between retailer 
and wholesaler is another factor, it 
being today healthier than in many 
other sections of the country. There 
are, to*be sure, a lot of backward 
accounts, but the average wholesale 
house long ago made its position with 
the retailer quite clear, and there is 
no question but that the attitude of 
the wholesaler has been of material 
help to the retailer in maintaining 
his credit, although at times he has 
felt, perhaps, it is a hard old world. 


PRICE CHANGES 


Some of the items contained in the 
Stanley Works, New Britain, Conn., 
price list have been reduced slightly, 
presumably less than 5 per cent of the 
items” being involved in the change. 
Rolled copper also has been marked 
down some, but there is no assurance 
that it will stay down now that makers 
of copper products are advancing 
prices every day or so. 


New York Painting Materials 


Sales of industrial paints have shown 
no improvement. Current volume, ac- 
cording to manufacturers and distribu- 
tors, is about 10 per cent less than the 
rate for the preceding month. Prices 
now being quoted in the Metropolitan 
district on linseed oil and turpentine 
are as follows: 


LINSEED OIL 


June-September— 


RRND fo his ee ar 8.4 

i a mesa eae ital A 7.8 

20 £0 G9 harsels. 22... se 8.6 

ay 00k MEINE S icc es os secon vis 8.8 

Do. Sarre ss wk oc ess 9.2 

One tank wagon.............. 8.2 

Two. tank_ wagons. ,.. ...22;..... ~- 8.0 
TURPENTINE 

Per Gal. 

Carlots, ex dock............. 5734c. 

Ten-barrel lots, ex dock....... 60%4c. 


Less than five barrels, f.o.b..... 6234c. 
Steam distilled turpentine— 

Five-drum lots, delivered, N. Y. 54c. 

Less than five barrels........ 54c. 
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When Enduring Quality 


Is Sought 


BOMMER 


Since 1880 Bommer Solid Bronze Spring Hinges 
swung the massive front doors of the old Bank of 
Manhattan Building at 40 Wall Street, New York. 
When this structure was demolished in 1929, the 
hinges looked almost as good as new, and worked 
just as well notwithstanding practically 


Half-a-Century of Service 
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Chrysler Building, New York 
Bommer Spring Hinges Installed 


SPRING 
HINGES 


Now a 


263 Classon Avenue, 


the old one. The new Bank of 
Manhattan skyscraper is also 
equipped with Bommer Spring 
Hinges—so is the Chrysler 
Building. 


Bommer Spring Hinges are a 
permanent investment—endur- 
ance is built right into them. 


BOMMER also makes the RE- 
LIABLE DOOR CLOSERS — 
they are dependable, and your 
customers will want them. 


BOMMER 


ARE USED 


new building replaces 


BOMMER 


Spring Hinges 
When Opening Doors 


Your jobber probably handles them—if 
not, write us for the name of the nearest 
distributor. 


Manufacturers 


Bank of Manhattan 
Bommer Spring Hinges Installed 


Millions 
and Millions 


of People are Pushing 


Standard Type No. 


SPRING HINGE COMPANY 


Brooklyn, N. Y. 






























Building, New York 





TRADE MARK 


BOMMER 
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Apply the Principle of Expectancy 


(Continued from page 41) 


this brief conversation may materi- 
ally alter your ratio of collections 
to sales. While the average collec- 
tion period on charge accounts in 
the hardware business is 72 days, 
I have records of firms that, by sys- 
tematic collections, have cut this na- 
tional average by more than 50 per 
cent. 

The next step in our program is 
rather obvious, but none the less im- 
portant. If our customer does not 
keep his promise to pay on the tenth, 
he will naturally receive a reminder. 
The matter should be brought to his 
attention promptly on the eleventh 
or twelfth—not a week or ten days 
later. A telephone call may serve 
the purpose; or a brief note, if you 
prefer. Our primary purpose here 
is to demonstrate that you have not 
forgotten, and that you expect him 
to remember. 

In a great many cases it will not 
be necessary to go farther than this 
friendly reminder. We have put the 
debtor on record. He has made a 
definite promise—and broken that 
promise. At this point, if it is at 
all possible, he will probably send 
you a check. At any rate you are 
much more likely to hear something 
definite from him, than would be 
the case under ordinary circum- 
stance. 

If a second promise is made and 
broken—or if you hear nothing in 
response to your first reminder—the 
campaign will continue by tele- 
phone, letter and perhaps personal 
calls. Make certain that the debtor 
receives at least two, preferably 
three reminders each month, unless 
there are some very special circum- 
stances of which you are fully aware. 

Do not depend upon monthly 
statements to do your collection job 
for you. The statement is not pri- 
marily a collection instrument. For 
the retail business it has three major 
weaknesses: (1) The statement 
reaches the debtor at a time when it 
must share interest and attention 
with a dozen or a score of reminders 
from other concerns. (2) It is imper- 
sonal and unimpressive; very much 
like the conventional reminders from 
the butcher, the baker and the 
electric-light maker. (3) And most 
important of all, it leaves too wide 
a gap in the follow-up program. 
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An unpaid account should not be 
permitted to glide gracefully out of 
a debtor’s consciousness for a ‘full 
twelfth of a year. And this is doubly 
important during the earlier stages 
of the collection program. For we 
are now making a concentrated ef- 
fort to collect our money while the 
bill is young; and while memory of 
the transaction is yet fresh in the 
mind of the man who bought the 
merchandise. 

The older an account becomes, the 
harder it is to collect—and the more 
likely we are to take a bad-debt loss. 
That has been said a great many 
times. But I think the average mer- 
chant does not yet believe it. Cer- 
tainly he does not act as though he 
believed it. Again, and again, and 
again I have analyzed the credit af- 
fairs of retailers to find that collec- 
tion reminders are sent at irregular 
and infrequent intervals, with no 
semblance whatever of a _ concen- 
trated campaign. And yet there is 
talk of “poor business” and “slow 
collections.” 

Where you find slow collections, 
“poor business” is almost certain to 
be hovering round. The two travel 
hand-in-hand. For slow collections 
are a definite drag on the sales end 
of a business. 

A man who owes you an unpaid 
bill, trades sparingly at your estab- 
lishment, or not at all. Even though 
you have not pressed him for the 
money, because you feel that he is 
“good for it” and will pay eventual- 
ly, it cannot be denied that that bill 
is weighing upon him. / 

And so, quite likely, he goes else- 
where to do his trading. It makes 
him uncomfortable to visit your 
store. So a competitor gets his 
patronage. And quite likely he buys 
for cash, since he does not want to 
run up another account, or fears a 
close investigation of his credit 
standing. 

To be sure, a customer of this 
type usually does pay up, eventually. 
But in the interval, you have car- 
ried the burden of his account, and 
sacrificed his most desirable patron- 
age. 

How much better, and more profit- 
able it would be to keep such ac- 
counts in good standing, through a 
policy of close collections. In the 


long run, both you and the debtor 
would gain immeasurably. .And you 
would have far fewer bad-debt losses 
to write off at the end of the year. 

And finally just a word about 
those losses: Don’t be deceived by 
their seeming smallness. Often I’ve 
had merchants say to me, “Oh, our 
credit losses don’t amount to much!” 
and then they would name some 
figure which did appear small when 
contrasted with gross sales. But 
when you subtract these losses from 
your net profit for the year, why 
there’s a different story! 

Suppose you had collected this 
money—or a considerable part of it. 
Your net might conceivably have 
been increased 10, 15 or even 25 per 
cent! Think it over. And then get 
after those slow accounts! 


Thursday Afternoon Session 
at Cleveland 


(Continued from page 73) 


us in very plain statistical facts that 
he has been the type of man we be- 
lieved he was. That he is capable 
of putting off the old and accepting 
the new. Many merchants have set 
up in their stores, business control. 


Many have adopted stock control. 
Thousands have submitted their floor 
plans and adopted modern methods 
of merchandise display. These facts 
definitely set up results and reflect 
proper credit to the type of leader- 
ship in our State and National asso- 
ciations. 

“So Henry Brown has done the 
things he was told to do. He has 
created within himself a restored con- 
fidence and has stepped out into his 
community, an asset in service and 
a master hand in the affairs of his 
town or city. I would say that this 
new Henry Brown has installed him- 
self confidently into a new atmos- 
phere of aggressiveness. That he 
means to develop a leadership within 
his own business that will inspire 
men to a higher efficiency and a bet- 
ter citizenship. He has stamped him- 
self as a man capable of meeting 
emergencies, has declared his inde- 
pendence by reason of success, and 
has made for himself a place in the 
sun. 

“No man can become a Master 
Merchant or a Master Man if he fails 
to fully recognize some of those at- 
tributes which make the position 


(Continued on page 92) 
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IRON DISPLAY STAND 


A silent salesman that attracts shoppers and sells the goods by offering 
Takes up but little room on the counter 






a choice to meet every purse. 
and adds to the color and life of your display table. 





io Er 
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This Display Offers 


Four price ranges from $3.95 to $7.95. 
Non-Tarnishing Chromium Finishes. 


Includes FREE Stand 


Assortment Contains: 
Latest improved Automatic and Non- 
Automatic Wrinkle- Proof Round 
Heel and Standard Models. 


1 No. 
2 No. 


UNIVERSAL features printed un- 


der each iron to help dealer sales. 1 No. 





Total Retail Value 
Dealer’s Cost 


Condensed Sales information printed 
on back of display panel. 


Stand furnished FREE by your Job- 


ber to dealers with order for six irons. 


Dealer’s Profit 





LANDERS, FRARY & CLARK - - - 
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UNIVERSAL Joey 
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UNIVERSAL Iron Package No. 931 


E7093 Adjustable Automatic, Chromium $7.95 
E7709 Chromium Non-Automatic @ $4.95 9.90 
2 No. E7770 Chromium Non-Automatic @ 3.95 7.90 
E7043 3 lb. Chromium Tourist and Boudoir 3.95 






$29.70 
19.50 


—— 


$10.20 





NEW BRITAIN, CONN. 
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HE calculating business brain of the 

restauranteur reasons differently from 
the discriminating mind of his wife... 
Each of them represents a market for 
products marked “Stainless.” 

In a cafeteria, the man sees that “Stainless 
Equipment” eliminates the cost of polishing 
and replating and also reduces the bills for 
cleansing compounds. The price of the “Stain- 
less” article is small in comparison with the 
continual saving that its use effects. 

At home he admires the Stainless Steel 
Blade that his wife has purchased be- 
cause it has quality and deep, rich 
beauty. Like fine silverware, it stands as 
a life time investment, but unlike silver, 
it needs no polishing and can be made 
bright as new by a few seconds rinsing. 


ECONOMY 


In the Restaurant 


BEAUTY 


in the Home 


, 


} 
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These sales reasons are simple 
facts but they are powerful weapons 
behind the counter . . . The market 
for “Stainless” Hardware is large 
and ever-growing. To grow with 
it, you must understand it and be prepared to 
supply it... It embraces Razor Blades, Cut- 
lery (table, kitchen and pocket), Scissors, 
Squares, Rules, Tapes, Hammers, Golf Clubs, 
Building Hardware, Kit Tools, Screws, Skates, 
Nails, Bolts and Nuts . . . Write for our 
booklet “Stainless in the Home.” It illustrates 
many new possibilities for ‘Stainless 
Hardware.” Genuine Stainless Steel is 
manufactured only under the patents of 
AMERICAN STAINLESS STEEL COM- 
PANY . . . Commonwealth Building, 
Pittsburgh, Pennsylvania. 


STAINLESS STEEL 
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\\ /HILE paring knives are naturally in good 
demand the year around, it is never-the-less 
true that during July, August and Septem- 

ber, they are especially active. A well informed 
executive in one of the nation’s larger wholesale 
hardware establishments is authority for the state- 
ment that nearly as many paring knives are sold 
during the three months period mentioned as 
within the remaining nine months of the year. 
Ripening fruits and vegetables are responsible for 
the especially brisk paring knife demand. As pre- 
dictions from the U. S. Department of Home Eco- 
nomics point to the fact that more housewives than 
ever before will this year rely upon home canning 
to effect household economies, it is believed that the 
call for paring knives, as well as other equipment 
for home canning and preserving activities, will be 
in larger than the usual proportions. 





Paring Knives Always Necessary 


Special sales effort on paring knives, during the 
next ninety days, will unquestionably prove very 
effective. While some hardware merchants may 
declare that the sale of one, or even more paring 
knives is not worthy of receiving a great deal of 
attention, it should be remembered that paring knives 
are very essential implements in every kitchen and 
frequently need replacement. The housewife can 
get along with most any excuse for a paring knife 
when the work it has to perform is limited, but when 
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Paring Knife Demand 
to Inerease in Summer 


canning and similar tasks 
confront the housewife the 
need for a really good, de- 
pendable paring knife de- 
velops. 

Means of increasing store 
trafic have lately been re- 
ceiving a great deal of attention in merchandising 
circles. The theory is that if it is possible to induce 
people to come into the store they are apt to see 
and purchase needed articles on display. As a 
means of getting the average housewife to visit 
her favorite hardware store during the next three 
months, few articles will be found to have more of 
an appeal than paring knives offered at especially 
attractive prices. If it is deemed advisable, two or 
three paring knives, having blades of varying shape, 
can be grouped together to sell as one unit. 

When the housewife purchases a paring knife, a 
splendid opportunity is provided to suggest other 
articles in the kitchen cutlery line that might also 
be needed. If paring knives are offered at a special 
price, the sale should be made from the store’s 
cutlery department, where the balance of the cutlery 
stock will be in view, and will possibly serve to 
arouse the customers’ interest in other directly 
associated cutlery items. Any of the usual sales 
promotional methods may be used for bringing 
paring knives to the attention of housewives at the 
time when they are most needed. 
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Basie Business Indicators for Week Ended June 20 


As Charted in the Survey of Current Business and Compiled 
by the United States Department of Commerce 


Weekly Average 1923-1925, Inelusive=100 


Among the encouraging movements in the current trends of important basic business indices, as shown by 
the accompanying charts, are upward tendencies in freight car loadings, stock prices, bond prices and 


money in circulation. Increased production of coal, petroleum and lumber is apparent, while cotton re- 
ceipts, steel ingot production and wheat receipts continue their declining trend. 





BITUMINOUS COAL PRODUCTION 
4 


BUILDING CONTRACTS (oany averace) 


WHEAT RECEIPTS 


FISHER'S WHOLESALE PRICE INDEX® 


BUSINESS FAILURES (numeser ) 





TIME MONEY RATES 


. LOANS AND DISCOUNTS F R.MEMBER BANKS a 


16 


~ 


FREIGHT CAR LOADINGS 


STEEL INGOT PRODUCTION 


COTTON RECEIPTS 


IRON ANO STEEL COMPOSITE PRICE 


‘NEW YORK CITY 


CALL MONEY RATES 


BOND PRICES 





nil 





or 
mn 








105 


Li 











100 





: * RELATION TO WEEKLY AVERAGES 1928-1930 PER WEEK SHOWN. GRELATIVE TO 1926-100 


83 





JAN.* 





























1 ; fUWRSeeE OEE! SUOSEUEEBEEE 
aay MAY | JUN] JI .ISEP OCT. "NOV. 





LEGEND 
0-0-0 —0—0—0—0 1930 
1931 


PETROLEUM PRODUCTION AVERAGE) 


LUMBER PRODUCTION * 


DETROIT FACTORY EMPLOYMENT 


COPPER PRICE ELECTROLYTIC 


- 


BROKERS’ LOANS YORK CITY 


STOCK PRICES 


MONEY IN CIRCULATION (oaiy avenace) 











HARDWARE AGE 











JULY 2, 1931 


‘> Making Cutlery Make a 


© CALA aAC AA 
MAREKI VIS KS 
SULTS SLT RY 


A ed 


The cutlery department of your hard- 
ware store can be made to show a 
profit. We know it and can prove it. 


Cattaraugus Cutlery is supplied in a 
display case made to order to fit your 
store space and stock. It is a beauti- 
ful glass-covered dust-proof case with 
compartments or display drawers for 
an adequate stock of each item ...a 
self-contained cutlery department. 


For over fifty years, we have devoted 
our entire facilities to making cutlery 
sell. Our only interest is to furnish 
you with cutlery that will sell . . . cut- 
lery that will make you a profit and 
satisfy your customers. 


Our “Profit Building Sales Plan” will 
show the way. This sales plan has ac- 
tually increased sales from 15% to 
25% in different territories. It will 
do the same for you! 








Little Valley, N. Y. 
Established 1876 








CATTARAUGUS CUTLERY CO. 






il 


We have kept a fifty year record of 
Best Sellers in every section of the 
United States. Thus, we can guaran- 
tee that the numbers we select for 
your locality will sell. Cattaraugus 
Cutlery is made of special steel, tem- 
pered and hardened by a process 
which insures absolutely uniform 


high quality. 


We deal direct with you, study your 
individual needs and help you develop 
a profitable sales volume. Our plan 
must make you a profit or we don’t 
want you to keep it. Your first order 
may be for the complete line or we 
will make up a “Special Assortment” 
of Best Sellers in your territory. 


Send the coupon below for complete 
details on our “Profit Building Sales 
Plan.” Do it now! 







Little Valley, N. Y. 


Gentlemen: 


Sales Plan” 
Selling cutlery at a profit. 





+ Name 













' CATTARAUGUS CUTLERY CO., 












Please send me a copy of your ‘‘Profit Building 
which contains full information on 














Overcome 
Competition 
with 
“Eversharp” 


Enterprising stores are selling 
great quantities of Eversharp 
low-priced Scissors and 
Shears because there’s a big 
market for them. 


Our large and varied line of 
low and medium-priced Scis- 
sors and Shears meets all 
competition when value and 
price are considered. Pat- 
terns retail at 10 to 50 cents. 
Send for Catalogue No. D-118 
and Price Sheet. 


Eversharp Shear Co. 
100-800 Hicks St. 
Bridgeport 


Conn. 


























OAFETY 
Push Button Knife 


No Breaking of 
nger na 4 


CHRADE 


Push the button and the blade opens auto- 
matically. Safety slide locks the button with the blade 
open or closed. DOUBLE-LOCKED—the only Safety 
Knife that is actually Double Locked. It requires two 
motions to unlock and open the knife—therefore safe, 
both conveniently done with one hand. 


Trade FVERLASTINGLY SHARP MARK 


Manufactured exclusively by 


SCHRADE CUTLERY CO. Walden, N. Y. 
Also manufacturers of a complete line 
of Schrade regular type pocket knives 

Send for Catalog E. Factories: Walden, N. Y.—Middletown, N. Y. 











Describing a Better Way to 
Display Pocket Knives 
and Small Cutlery 


N excellent idea for displaying pocket knives 
and small cutlery items is illustrated in the 
accompanying sketch. It is often difficult to 

feature such items as pocket knives, shears and sim- 
ilar articles as prominently as is desirable in win- 
dow and interior displays. The device reproduced 
turns the trick very nicely and is so simple to make 
that it should be more generally used. 

Two pieces of fairly heavy cardboard are used in 
carrying out the idea. The larger piece should 
measure about three inches wide by four inches high, 
while the smaller piece can be cut one and one-half 
inches wide and four inches long. As the next 


step a 11% inch slot is cut in the upper part of the 
larger piece of cardboard and the narrow strip is 
inserted in the slot and allowed to protrude about 
32 inch. This permits the protruding part of the 
narrow strip to be used as a shelf for the item to be 
displayed. 

Through using the same basic idea, the device 
can be cut out in novel shapes ‘and frequently the 
manufacturer’s trade-mark can be faithfully dupli- 
cated. The cardboard can be procured in any de- 
sired color, enabling adapting the idea to any color 
scheme being used in the display. Space is pro- 
vided on the face of the card for lettering in a well 
phrased selling description and the price, and both 
are equally important in making the idea really 
effective. 


GE Junior, Junior Console 
Sets Now Offered for D.C. 


The merchandise department, General Electric Co., 1285 
Boston Avenue, Bridgeport, Conn., has announced that the 
GE Junior and Junior console models are now available for 
110 volt, D. C. operation. With this set superheterodyne per- 
formance is made available for those having direct current 
without necessitating the purchase of rectifying equipment. 
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SPECIAL INTRODUCTORY OFFER! 


SPEEDWAY 


SAFETY RAZOR and BLADE 


For a limited time we offer Dealers the 
greatest shaving combination in the 
world at sensational profit-making 
prices. 

Speedway Razors retail like sixty at 10 
cents each, without blades. Speedway 
Blades retail at 10 cents for package of 
two. 


Take advantage of our special Introduc- 

tory offer NOW and 

CATER TO THE MILLIONS WHO 

PREFER THIS TYPE OF RAZOR 
AND BLADE 

Our counter Display Boxes and Cards 


start sales as soon as displayed—and one 
repeat follows another. 


Order from Your Jobber Today! 
Manufactured by 


INTERNATIONAL SAFETY RAZOR CORP. 


New Jersey 


Bloomfield 












HERE’S THE DEAL 





77 a selling items cost you aly - 52. 

5 Packages Speedway Blades—F R. 

Your margin: 39% or $2.18. 

Retail Value of No. 77 Speedway Razor 
Introductory offer. 

24 Speedway Razors at 10c. ..............+. wr 


48 Packages Speedway Blades at l0c........ 80 
5 Packages (free) Speedway Blades at 10c. “50 
POE OUR VOUND cn cecrncsccenctneenewns 7.70 
PP EMOE . cnsiccccssicccascunctcneeeeass 5.52 
BO BUNGEE, DOU sac cccicsscccdosseuane $2.18 


























N24 Stainless Steel 
Household Knife Assortment 


Exceptional 69c. Retail Values 
Cocobolo and Ebony Handles 
Swaged Blades, Brass Rivets 
Packed 1 Doz. in Display 





Order Thru Your Jobber 


THE ONTARIO KNIFE CO. 
Franklinville, N. Y. 














Gem Leads Because Gem Deserves Leadership 


“Come on in— 
the Sales 


are fine—’’ 





Nothing like a counter card of Gem Nail Clippers to stir 
up sales. These perfect little pocket manicurists are 
known everywhere. No selling to do. Just put them 
on your counters and watch them go. Individually 
wrapped in Cellophane to prevent spoilage. 


Nationally advertised for years. 





Gem Gem, Jr. 


Retails at 50 cents Retails at 35 cents 


Let their counter cards stir up sales for you. 


The H. C. COOK CO., Ansonia, Conn. 
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Dazey Churns 


sold only through 


Jobbers =: Dealers 


The DAZEY has been the leading 
Churn for many years and has 
always been sold through legiti- 
mate Jobbers and Dealers. En- 
do by Good Housekeeping 
Institute, State Agricultural Col- 
leges, and Scientific Buttermakers 
everywhere. It is strictly a 
“Quality” Churn. Only the best 
materials are used ond carefully 
assembled. Made in sizes to suit 
everyone’s requirements, from 2- 
quart to 10-gallon. The extension 
of electric power lines into rural 


districts has o 





DAZEY SHARPIT 


All purpose household Sharpener. Re- 
quires no skill. The original Sha 

of its type. Patented grinding wheels. 
Attracti vely finished in rust-proof electro 
plating. Furnished with removable, re- 


versible clamp. 





up a newfield 


for DAZEY Electric Churns. 





Order from Yeur Jobber 
Dazey Churn & Manufacturing Company 
St. Louis 





Thursday Afternoon Session at Cleveland 
(Continued from page 84) 


attainable. The price of service is 
high; the right to distinction will cost 
you much in the attainment of such 
honor as has been set up in this 
Congress. You must be more than 
an ordinary man. Man _ seldom 
reaches the ideal, but that character 
which approaches nearest, is the man 
who puts service above self, who has 
a proper interpretation of those laws 
of friendship, those obligations of 
citizenship, that loyalty to certain un- 
spoken ethics, that can practice a 
certain tolerance under trying condi- 
tions, can be both friend and com- 
petitor, can standardize morals in 
business and practice the Golden 
Rule under trying circumstances. No 
man can become a master who 
penuriously and selfishly pursues his 
calling. No man can stand out who 
lives to himself and deprives busi- 
ness and community of the best he 
has to contribute. No man can be 
idealized who refuses to lend to his 
daily associations an exemplification 
of character and practice that in- 
spires and gives proper incentive. No 
man can enjoy the esteem, the regard, 
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the respect, who fails to consistently 
live up to and practice those fine 
traditions laid down for him by the 
lowly carpenter of Nazareth. It is 
one thing to be a resident in your 
community. It is another thing to 
be a man. 

“So if I am addressing the Master 
Merchants of the Congress, may I 
hope that these men who have behind 
them every tradition of honor, every 
tradition of ethical practice, of ser- 
vice and high type of citizenship, go 
back to their homes re-endowed with 
a determination to consistently prac- 
tice and live the Master Man, and 
become the Master Merchant.” 

At the close of Mr. Howell’s ad- 
dress, Rivers Peterson, editor, Hard- 
ware Retailer, read the reports of 
committees embodying the determina- 
tion of Master Hardware Retailing 
Standards, and derived from the vari- 
ous talks delivered during the ses- 
sions of the Congress. These reports 
were adopted as read. 

The convention then adjourned to 
meet next June in Minneapolis, Minn. 





Entertainment Program 
of Cleveland Congress 


The General Entertainment Com- 
mittee for the Cleveland Congress 
was composed of F. J. Pekoc, Jr., 
chairman and Lloyd F. Collister, 
Sherwin - Williams (Co.; George 
Worthington, Jr., The Geo. Worth- 
ington Co., and Forest Needles, the 
W. Bingham Co.; Philip G. Wuertz 
and E. R. Porch. 

Mrs. P. C. Pegg served as chair- 
man of the Ladies’ Entertainment 
Committee and was assisted by Mes- 
dames, S. F. Zeaman, P. G. Wuertz, 
F. J. Pekoc, Jr., W. M. Damel, Geo. 
Worthington, Jr., Lloyd F. Collister, 
C. Wehrle, C. P. Davis, A. E. Reh- 
burg and E. R. Porch. 

A new plan was employed to pro- 
vide the entertainment program, 
whereby a registration fee of $5 de- 
frayed the costs of participating in 
all of the social affairs. 

The entertainment program 
opened on Monday evening with an 
informal reception and dance in the 
ballroom of the Hotel Cleveland. On 
Tuesday afternoon the ladies were 
conducted on a special trip through 
the “Terminal Group” of buildings, 
visiting the observation tower on the 
forty-fifth floor of the new Terminal 
Tower, and the exhibit of the Cleve- 
land Electrical League. 

Lunch in the Empire Room of the 
Hotel Cleveland was the Tuesday fea- 
ture for the ladies, while a moonlight 
boat ride on the Steamer Goodtime 
was enjoyed by all on Tuesday eve- 
ning. The ladies were again enter- 
tained on Wednesday afternoon with 
a bridge luncheon at the new Coun- 
try Club. The trip was made in 
special buses, which were routed 
through some of Cleveland’s most 
beautiful residential and suburban 
sections. Playing cards were pre- 
sented to each lady by The George 
Worthington Co., while the Wm. 
Bingham Co. provided table prizes. 

The Sherwin-Williams Co. was the 
host at a dance and entertainment in 
the Hotel Cleveland ballroom on 
Wednesday evening. A special pro- 
gram of vaudeville entertainment was 
offered by skilled professional artists 
and the occasion will be long re- 
membered by those present. 

As the concluding feature of the 
ladies’ entertainment program a mat- 
inee theatre party was enjoyed on 
Thursday. 

In addition to the special enter- 
tainment features, delegates and their 
guests were enabled to use any one 
of three of Cleveland’s finest golf 
courses. 
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“GRIP-CAP” 


Patents Allowed and Pending 


GALVANIZED CAN DEAL 


With FREE Hydraulic Pump Oiler 


THIS DEAL CONTAINS 


1/2 doz. One Gallon Grip Cap Oil Cans. 
1/4 doz. Two Gallon Grip Cap Oil Cans. 
1/2 doz. Five Gallon Grip Cap Oil Cans. 
1/6 doz. Five Gallon Grip Cap Gas Cans. 
1 only Ideal Assortment of Squirt Cans. 
1 only Midget Assortment of Household Oilers 


6 doz. Harvester Oilers Printed with Dealer’s Adver- 
tisement. 
1 only Hydraulic Pump Oiler FREE. 


Easy Pouring Can 
with 

Wide Mouth Filler 
and 


Triple Lock Seam 





*GRIP-CAP” 


Easily Loosened 
When Tight 





ADVANTAGES TO THE RETAILER 


Cans are fitted with the patented Grip Cap, a radical 
improvement. They sell readily, at competitive prices. 


Dealer is not over loaded. Assortment is well balanced 
for quick turnover. 


Dealer’s margin approximately 67% on his cost. 


FREE: A Hydraulic Pump Oiler is included in each 
Deal, without charge. 


Freight allowance is made on each Deal. 


Ask your Jobber or write us. 


EAGLE MANUFACTURING CO. 
Wellsburg, W. Va. 
ESTABLISHED 1894 
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i The Last Word 
In Garage Hardware! 


: ay Automobiles 
step ahead-- 


so do owners seek 





greater strength, im- 
proved convenience 





and more genuine 
value in Garage Hardware. The 
GRIFFIN Wrought Steel Garage 
Hardware Set shown here is built to 
meet this demand. It offers all that 
can be desired; and provides it with 
economy, too. Many other Garage 
Sets as well as GRIFFIN Hinges are 
shown in the new GRIFFIN Catalog 
which will be sent upon request. 





RIFFIN 


ufacturing Company 





ERIE, PENNSYLVANIA 





Branch Offices:- 


NEW YORK: 45 Warren Sr. BOSTON: 113 PuRCHASE Sr. 
CHICAGO: 555 W. RANDOLPH Sr. SAN FRANCISCO: 703 Marker Sr. 








Pin Jumbler 
6xtruded Brass 


PADLOCKS 
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Sell Security 
and Service 


These Eagle Padlocks are not made from 
castings but from solid blocks of extruded 
brass—fitted with genuine pin tumbler 
lock work. 


There are 6 sizes from 1 to 2 inches, 
with almost unlimited key changes. 
Shackles are of brass or hardened steel, in 
various heights. 


ohe 


The Eagle Quality Line 


Night Latches Store Door Sets Wood Screws 
Trunk Locks Padlocks Stove Bolts 
Front Door Sets Cabinet Locks Machine Screws 


excte {Bc fice CO. 


26 Warren Street-- New York 


Branch Offices: : 
521 Commerce St. 177-I79N.FronklinS. 114 Bedford St 
Philadelphia, Pa. Chicago, lil. Boston, Mass 
Works at Terryville, Conn. 
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Diamond Slip~ Joint 
Forged Steel Pliers 


Diamond Calk 
Horseshoe Co., Du- 
luth, Minn. has 
added a line of slip 
joint pliers. Three 
different styles are made with different finishes and in dif- 
ferent price ranges to meet the varied requirements of hard- 
ware customers. They are drop ferged from special tool 


steel. 





Gendron No. 3158 
Packard Model 

Gendron Wheel Co., Toledo, Ohio, offers the No. 3158 
Packard, which is illustrated. This flashy sport roadster is 
finished in maroon and cream, has six wire wheels with 





regular 2.50 x 12/75 pneumatic balloon tires, chromium 
plated radiator shell, windshield, headlights, spotlight, and 
tubular bumpers. Other equipment includes spring gear, 
instrumental panel, adjustable steering rod, overstuffed 
padded leather seat and back; and three-tone French horn. 


Zenette Model LP 
Radio Receiver 


Model LP Zenette radio set 
has tuned radio frequency 
with pentode and Multi-mu 
included. Weight is 25 Ib. 
Dimensions are 18 x 16 x 934 
in. Lakewood overlay scrolls 
on sliced American walnut 
add to the attractiveness of 
this table. model, which lists 
at $49.95 with tubes. Spinet 
base, listing at $10.00, is 
available. Zenith Radio Corp., 3620 Iron St., Chicago, II1., 





| is the maker. 





Standard Hotplate 
No. 21 


The Standard Electric 
Stove Co., 1718 N. 12th 
St., Toledo, Ohio, offers 
the No. 21 hotplate, 
measuring 8144 x 844 x 
434 in. It is available in 
various colors in marble- 
ized porcelain enamel. 
This model operates at 
880 watts. It has single 
plate. Dealer cost is 
$14.64 for package of six. The same company offers the 
model 1336 Commander electric range, listing at $127.50, 
with oven temperature control. Timer may be added to make 
it completely automatic, at higher price. Range is available 
in ivory and black and chromium finish. 
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New Construction On 
Eveready Dry Cells 


National Carbon Co., 30 E. 42d St., 
New York City, has announced a revo- 
lutionary change in the construction of 
Eveready flashlight unit cells and Eveready 
six-inch dry cell batteries. The new con- 
struction is said to increase materially 
the shelf life of the cells in addition to 
increasing their service life. A crimped 
metal top is used instead of the conven- 
tional sealing compound top. One effect 
of this change is to improve materially 
the appearance of the product, in addition 


EVEREADY 


pedo) EL! 





to the more important considerations of improvement in | 
It will furthermore completely eliminate the pos- | 


quality. 
sibility of cracks in the battery’s top as the result of rough 
handling in shipment. By actual test the company has found 
the metal top is far more effective in conserving the moisture 
of the mix than has heretofore been possible with the old 
type sealing compound top. The life of the cell, both on the 


shelf and in actual service, is to a large extent dependent | 


on conserving the moisture in the mix. 


Westinghouse 
Columaire Junior 


Westinghouse Elec- 
tric & Mfg. Co., Mans- 
field, Ohio, offers the 
Columaire Junior ra- 
dio, with the same 
features and _ advan- 
tages of the larger 
Columaire, with air 
column reproduction. 
Cabinet measures 91% 
x 13 in. at the base 
and 4 ft. 6 in. high. 
It is of two-toned wal- 


nut. Set has an 8- 
tube superheterodyne 
chassis employing 2 





exponential tubes. It 
has tone control. List 
price is $88.50 complete with tubes. 


Embossing Co. 
Anagrams Game 


The Embossing Co., Al- 
bany, N. Y., offers Ana- 
grams sets in 180, 150, 
90 and 50 piece ‘sets. Tiles 
are black ebony finished 
with yellow letters. Sets 
are packed in attractive 
cardboard boxes. List 
prices on some of the sets 
are $1.00, 50c. and 25c., according to size. The same com- 
pany is offering toy blocks in wagons. Block sets are offered 
in sets of from eight to twenty-one blocks with modern and 


popular style blocks. 
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PROTECTED 
PROFITS 


FOR ESTWING DEALERS 


Our largest wholesalers are selling more 
Estwing Unbreakable hammers and hatchets 
than they did the first half year of 1929. 
This means more volume and more profit for 
you because of the greater user satisfaction 
and steady, fair price. These tools are sold 
thru our regular jobbers only and price-cutters 
can’t show anything like them. 

LEATHER 

WASHER 


GRIP 








vim Guaranteed 
S Perfect 
Cant HA Balance 


Break 2 
or Easier 


Loosen 





Let Your Customers See, Handle and Buy Them 


ESTWING MFG. CO., Rockford, Il. 
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These latch sets 


are mighty easy fo sell 


When “Mr. Carpenter” asks for cupboard hard- 
ware, show him latch sets of attractive Bakelite 
Molded. Then tell him how they will stand hard 
wear without chipping or denting; how their lus- 
trous finish will last indefinitely without polishing; 
and how the color goes clear through and cannot 
rub off or peel. He will be very likely to buy 
them, for they are sure to please his customers. 
Cupboard latch sets are only one of the many 
attractive and useful hardware articles made from 
Bakelite Molded. There are those long-wearing, 
good-looking door knubs for screen doors or reg- 
ular doors. There are push plates and key escut- 
cheons, casters and gliders, brush handles and 
cutlery handles, and a great variety of electrical 
wiring devices. All of them are profit-makers. Write 
us for the names and addresses of the makers of 
any of these items. 

BAKELITE CORPORATION, 247 Park Ave., New York 


CHICAGO OFFICE, 635 West 22nd Street 
BAKELITE CORP. OF CANADA, LTD., 163 Dufferin St., Toronto 


PRES SATE 






American National Co. 
Improves Coaster Line 


The American National Co., Toledo, Ohio, has recently 
published an interesting laboratory test which has been ap- 
plied to their stock model all-steel coasters. The results 
show that it will take a mighty rough youngster to wear one 
























| Have Improved Motors 


| grinders are now equipped 
| with an improved commutat- 
| ing type repulsion induction _ 
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The regutered wode mart: shows obove disnnguish meatericis 
monttocured by Botetite Corporaton Under the copital “8” s the 


THE MATERIAL OF A THOUSAND 





mecer snes . 


LITE 









co umber of present ond wre vaes of Batelite Corporation's produch. 


USES 





of them out before he outgrows it. A high quality weather and 


| sun-resisting enamel is used in finishing the wagons. Nickel 


plated hub caps are of a practical snap-on, self-hooking de- 


| sign and can be assembled to wheels, or taken off, without 
| the use of special tools or wrenches. 


“Hisey” Grinders 


Hisey 6 and 7-in. wheel 


motor, to meet the more 
stringent electric codes now 
in effect in many localities. 
Starting current under all conditions is said to be unusually 





low, being less than one-third the current consumption of a 


grinder equipped with split phase motor. This improved 
commutating type repulsion induction motor has no dragging 
centrifugal switch. The Hisey-Wolf Machine Co., Cincinnati, 


Ohio, is the maker. List prices are $52 and $62. 





Sheffield Wall Paper Cleaner 


Sheffield wall paper 
cleaner is a _ chemically 
treated piece of rubber, 
hand size, that will clean 
about twelve rooms com- 
plete, says the maker. 
When soiled, it can easily 
be washed with water, and 
should last for two or 
three years. It is said by 
maker that there is no 
crumbling nor 
dropping of 
dirty pieces. It 
may also be 
used for clean- 
ing furniture, 
brushing up 
the nap on up- 
holstered pieces, cleaning canvas shoes, suede jackets or 
suede shoes, and cleaning painted or enameled walls. List 
price is 35c. each in individual Cellophane wrappers. Mer- 
chandising card holds 6 cleaners. As each cleaner is sold, 
an attractive illustration is revealed, which shows one of its 
many uses. The Sheffield Bronze Powder & Stencil Co., 
Cleveland, Ohio, is the maker. 
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Water Systems 


m Modernize 
a Country and 
§ Suburban Homes 
; 3 Summer Cottages 
| @ Farms & Country 
1S Estates 
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MYERS 
Shallow Well Home 
Water Systems 
2, Sizes-250 to3 







Dealers who know mar- 
ket conditions in their lo- 
cality are becoming more and 
more successful in their water system 
sales efforts. 


Just keep in mind that every farm, 
every suburban or country home, 
everyone who works or plays beyond 
the city water main, is a pump or 
water system prospect. 


Perhaps it will only be a small unit, 
or it may be one of larger capacity. 
Whatever the need, whatever the 
price, there is a dependable Myers Water System of 
known value that will satisfactorily meet all require- 
ments. 


What others accomplish, you too, can do. Many deal- 
ers are selling and installing from ten to one hundred 
and fifty Myers Water Systems yearly. Your success 
will only be limited by your own efforts. We solicit 
inquiries from aggressive dealers. 


mm F.E.MYERS & BRO.¢. 
ASHLAND, OHIO. 


2 Manufacturers for over Fifty Years VERS HONOR. OAT PUNES for Every Purpose, 
‘ WATER SYSTEMS: HAY SRAiIn UNLOADING TOOLS BAR N- FACTORY 














Is The Time 


to ‘Feature 


“LITTLE WIZARD" 


LANTERNS 


Gor Summer Campers 
and Cottagers ———— 

















Little Wizard’s big light, good looks and 
small size make it the best lantern for 
campers and cottagers. THEY ALL 
NEED LANTERNS! 


Uncle Sam will enforce the law this 
summer requiring all canoes to carry a 
lantern or light at night. Feature Little 
Wizards in your window displays now 
and add to your summer profits. 


R. E. DIETZ COMPANY 


NEW YORK 


Largest Makers of Lanterns in the World— 

Founded 1840. Output Distributed Through 

the Jobbing Trade Only. We Do Not Sell 
Mail Order Houses and Chain Stores. 


DIETZ 


LANTERNS, 
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that make pipe threading 
easier, faster, with balanced 
stocks—build repeat business 


It is the clearance from the cutting points, 
the “’ backed -off” design, that eliminates 
“drag and makes ARMSTRONG BROS. 
Pipe Dies easy cutting. It's the stuff they're 
made of (Vanadium Tool Steel) that makes 
this improved design possible and that holds 
sharpness. The features of these dies include: 


Solid Pipe Dies Adjustable Pipe 
Free cutting Top Rake Dies 
“Backed-off” Chasers Correct cutting angle 
Ample Chip Clear- “ Backed-off”’ Chasers 
ance Correct Throat 
Vanadium Steel Angle 


Ample Chip Clear- 
ance 


Chasers 

Chasers solidly sup- 
ported (cast-weld- 
ad into die body) 


ARMSTRONG BROS. Stocks have bodies of 
Certified Malleable Iron, are smoothly 
finished, accurately machined. They are 
handier, are balanced — carry the Arm-and- 
Hammer Trade Mark, the recognized mark 
of the “ Better Pipe Tools.” 


Special Vanadium 
Tool Steel 


ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 


314 N. Francisco Ave., Chicago, U.S.A. 





Write for Catalog B-27, 
176 pages of Quality Tools 
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The Business Progress of Tom Howell 


(Continued from page 33) 


instructor to all of the staff on 
the lines handled. 

During the eight cooler months 
of the year, a monthly store 
meeting is held. This provides 
the best opportunity for man- 
agers to offer the organization 
data about new merchandise, new 
plans of display and _ selling 
pointers. Each department head 
is advised of the showing he is 
making and should he be unable 
to correct any situation by him- 
self, is assigned two helpers with 
whom he studies as a committee, 
the problem. A joint solution is 
developed, presented to the 
Messrs. Howell and acted upon. 
It is also up to each department 
head to watch trade papers and 
other sources for new merchan- 
dise which the firm can sell. 


Pioneered New Lines 


Howell Bros. have been pio- 
neers in many important lines. 
The firm was the first to handle 
radio in Richmond and Mr. 
Frayser in charge of that depart- 
ment had the first broadcasting 
station in that city. The same is 
true in many other departments. 
There are no traditions about 
merchandise in this store. Even 
though Tom Howell is particu- 
larly keen about tools and cut- 
lery, two backbone hardware 
lines, he and his brother are real 
merchants and realize that the 
store must sell all lines that can 
be handled at a profit and that is 
the way the store operates. 

In advertising and selling 
Howell Bros. have always 
stressed values and quality and 
have never sought to be identi- 
fied with strictly price appeal 
although at that they are able to 
and do meet all local compe- 
tition, but always on a value 
basis. 


The newly elected N. R. H. A. 


president, Thomas Howell, or- 
ganized the Virginia Retail Hard- 
ware Association in 1915. He 
was its first president and secre- 
tary and continues to hold with 
honor the latter office. A regular 
participant in national conven- 
tions for many years, he was 
elected a member of the National 
Board at San Francisco in 1923. 
Last year at St. Louis he was 
chosen ‘as vice-president, and last 
week at Cleveland became presi- 
dent. In his own city of Rich- 
mond, Mr. Howell has _ twice 
headed the Community Fund, 
twice been president of the Retail 
Merchants Association, was pres- 
ident of the Kiwanis Club and is 
now president of the Richmond 
Boy Scout Council. He is a direc- 
tor in the Y. M. C. A., Richmond 
Trust. Co., Title Insurance Co., 
and Southern Bank & Trust Co. 
Mr. Howell is married and has 
two sons aged 19 and 15. The 
older boy, Billy, has already be- 
come quite famous as a golfer. 
He now holds the Mid-Atlantic 
States and the Old Dominion 
championship. Two weeks ago 
he beat Perkins, the English 
champion, in a match at Hot 
Springs. 





All the factors in the hardware in- 
dustry—manufacturers, wholesalers 
and retailers—have been absorbing 
too many losses from so-called ser- 
vices. Many of these services should 
be paid for by the recipients. 

The average hardware man is not 
as well posted on strictly hardware 
items as were the dealers of 20 years 
ago. The manufacturer has failed, in 
many cases, to educate the trade on 
the technical points of his goods. 
The hardware merchant should learn 
the technicalities of hardware. He 
should become an authority on hard- 
ware items. It is his advantage over 
outside competition—Murray Sar- 
gent, Sargent & Co., at Boston. 
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Why Geele Can Report An Active 


Tool Demand 
(Continued from page 39) 


mitting the small paneled sec- 
tions to be hung from two large 
round headed screws, driven in 
the door to hold each section in 
its proper position.. The small 
sectional panels are used in two 
sizes. For large tools, three sec- 
tional panels are used on each 
door, and for smaller tools, four 
panels are used to each door. 
Tools of the same type can 
thus be easily grouped together 
on one sectional panel or on sev- 
eral directly adjacent to each 
other. The idea makes it pos- 
sible for the salesman to hand 
the customer who is not certain 
whether he wants a %-in., 3/4-in. 
or %-in. butt chisel one of the 
sectional panels, upon which are 
displayed several chisels in this 
size range. Closer inspection of 
the samples is also made possible 
and a better comparison can be 
made than when the customer is 
asked to make his selection from 


samples displayed directly on 
panel doors. It is also an easier 
matter to resample the sectional 
panels. Interchangeability is an- 
other feature, while their adapt- 
ability for window display is still 
another. Celluloid buttons bear 
the selling price of each tool as 
well as other essential symbols. 
Sloping top display tables are 
used for displaying larger tools 
of the type not adapted to panel 
display, such as planes, breast 
drills, blow torches, etc. One 
table of this type is exclusively 
devoted to displaying a stock of 
planes. Compartments have been 
built in the sloping top of exact 
size to accommodate each size 
and type of plane. In addition 
to showing planes in an attention 
compelling manner, the method 
serves as a constant reminder that 
any vacant compartment should 
immediately be filled from re- 
serve stock, under the display. 





$200,000 Business in Burners 


(Continued from page 54) 


ten I have gotten up at four a.m. 
to get a man’s stove going again 
so he’d be ready for the next day’s 
business. Midnight service calls 
from all night lunch rooms occur 
regularly. When we sell the 
equipment we promise service 
without any hour limit. Service 
is free the first year unless repair 
work is needed. Then, as in the 
case of equipment in use more 
than a year, we charge for time 
and materials. 

“We learned how to rebuild 
existing heating and cooking 
equipment and always have two 
or three such jobs on hand. This 
work is done in our big, barn be- 


hind the store. We rebuild. old 


JULY 2, 1931 


stoves of all kinds, trade in if 
necessary and always manage to 
dispose of second hand equip- 
ment. Before selling it, however, 
we rebuild, paint and fix it up 
like new and sell it with a guar- 
antee. 

“We advertise in the Miami 
and Miami Beach papers, have 
demonstration booths at the 
county fair and have a service 
car bearing our name and some 
advertising message on the line. 
Our service car is very much like 
those used by the phone repair 
gang. It has cabinets for parts, 
tools and everything needed to 
repair any type of job. It is a 
regular service department and 















UFK/IN 


(CRESCENT 
TAPE-RULE 


New and Profitable Item 


Gescont Se ull 


The Convenience.of ; Pocket Tape 
he Utility of a Rule 
Sturdy Constroction-Autematiey \ pa amiaaa 
Chromium Plate 
EVERY MECHANIC SHOULD HAVE ONE 


Price Each 








This Article Recommends Itself 
to You Because It Sells Readily, 
Having Widespread Appeal. It 
Yields a Handsome Profit Margin. 


Blade is of superior quailty tempered 
steel, stiffened by special forming. 
Unsupported it may be projected to 
any wall, ceiling, or into an opening, 
but it will also conform to round 
cornered or irregularly shaped objects. 
It is nickel-plated, with legible, clean- 
cut markings. It measures from ex- 
treme end of blade, yet solid clip first 
end may be used as hook. 

The chromium-plated case is com- 
pact and substantial, with a positive, 
smooth-working winding device and 

ratchet stop. It is thoroughly safe as 
blade is at all times under perfect 
control. 

Attractive three-color easels for dis- 
play purposes, illustrated above, fur- 
nished free. 


No. 696—72” in 16ths 
Retail Price $3.00 each 


Specify ‘“Crescent’’ Tape-Rules to 
your jobber. He carries them in 
stock. Better get in on this while 
they are new. 


THE [UFKIN fouLe C70. 


SAGINAW, MICHIGAN 


106 Lafayette St., New York City 


Send for Catalog 


TAPES 
RULES 
TOOLS 

















THE STAR ON A SAW 


indicates the utmost in saw perfection—a pro- 
ducer of larger sales and greater profits for the 
dealers handling them. 


Why not concentrate on Star Saws, you can 
always sell more of them. 
Your jobber can supply you. 


CLEMSON BROS., INC. 


Middletown New York 


moe 
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BAND SAWS 
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mobile workshop. People don’t 
know, or at least don’t say, what 
is wrong when they want service. 
They simply tell us ‘it won’t work’ 
so we get busy and make it work. 
Most of the troubles are simple. 
Show the user what he did and 
didn’t do and he’ll be all right 
indefinitely. 

“Bakers and all night lunch 
places give cooking equipment 
heavy duty. Some of them are 
only open for the winter season. 
We invite those to have us re- 
finish and tune up their equip- 
ment while their places are closed. 
This is profitable to us and keeps 
the customer equipment in shape. 

“Our success with gas pres- 
sure stoves has encouraged some 
competition. We have selected 
the equipment we found the most 


efficient. To help convince our 
customers that our judgment is 
good we have two or three com- 
petitive makes all hooked up and 
ready to try. We always have at 
least ten different sizes and 
models of our own line ready to 
demonstrate and in the cooler 
weather keep one lit much of the 
time to attract attention. In front 
of our parts bin we have all seven 
types of available burners con- 
nected to a gasoline tank so that 
we can show the relative merits 
of the different types and be sure 
our customer gets what he wants. 
Our average stock of stoves, 
heaters, and parts would inven- 
tory $5,000—a worth while in- 
vestment as it has given us more 
than $200,000 worth of business 
in eight years.” 





Old Steck. the Root of All Profit 


(Continued from page 37) 


The Old Veteran gave Bob an ap- 
proving nod. “So in the final analy- 
sis every activity in the store, the 
lights, the salesmen, the rent, the 
showcases, all exist for the sole pur- 
pose of turning into cash the profit 
that is wrapped up in the older 
stock.” 

“This store would be a different 
place, Old Vet,” Bob said, “if all 
my salesmen could be impressed 
with that viewpoint.” 

So the following morning the Old 
Veteran appeared at the clerk’s 
morning meeting. After explaining 
what produces the store’s profit, he 
went on: “So it’s easy to see, boys, 
that the salesman who sells the most 
old goods makes the most profit for 
the store. 

“Yet the facts are the average 
clerk has nothing but contempt in 
his heart for the left overs and odds 
and ends. It’s beneath his dignity 
to soil his hands with them. He 
shoves them under the counter or 
piles them on a back shelf and mut- 
ters, ‘The boss ought to dump this 
junk in the river.’ 

“From now on, boys, remember 
this merchandise is the store’s profit, 


the thing for which it exists. Seeing 
things in that light, I know every 
one of you will think of your older 
goods as your ‘all profit’ stock day 
after day. 

“You will shine it up and keep 
it dusted, and repair it if need be, 
and keep it in mind when you are 
waiting on trade. Sell what will 
please your trade, yes, but when it 
comes to a choice between a new 
item and an older one, just keep say- 
ing to yourself, ‘If I sell the old one 
every cent of the price is profit— 
every cent is profit, every cent. . .” 

“Hold on there,” Bob Butler ob- 
jected. “I’m ashamed of you, Old 
Vet. The practice of pushing old 
goods on customers all the time 
would ruin a store nowadays.” 

“Would it, Bob? Let’s see. You'll 
admit that every single item that 
comes in the store must some day 
go out of the store. You'll also 
admit that the longer it stays in the 
store the more pushing it takes to 
get it out. 

“Well, then, if you ‘push’ an item 
out when it is four months old it is 
likely to take less ‘pushing’ and 
please the customer better than if 
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you simply let it sit till it is eight 
months old and then ‘push’ it out 
on some other customer. Am I 
right?” 

. | 

“Consequently the more you ‘push’ 
your older goods the better pleased 
your customers will be as a whole, 
the fresher your stock will be and 
the more profit you will make. 

“Here’s another way of stating 
the whole proposition: In a general 
way, when you sell a new item it 
must be replaced in stock. You pay 
out money. When an old item is 
sold it seldom needs to be replaced. 
“After all, merchandise becomes 


old mainly in the salesman’s mind. 
And it’s been my experience that a 
salesman sells what he is most en- 
thusiastic about. So I want to re- 
mind you it doesn’t take much of 
a clerk to sell new goods all the 
time—yet that is a national habit 
among thoughtless salesmen. 

“Just keep this in mind: Every 
time a salesman sells a new item 
when an older one would have 
pleased the customer equally well, 
he is unfaithful to himself and to 
his employer. 

“In. the long run, no odds and 
ends sold, no profit; no profit, no 
job.” 





Prospects Are More 
Encouraging in Steel 
and Iron Industry 


The President’s moratorium pro- 
gram, the coal strike and the applica- 
tion of the railroads for a rate ad- 
vance loom up as factors which, singly 
or in combination, may pull the iron 
and steel market out of the doldrums. 
Overshadowing the others is the dra- 
matic and unexpected move for a holi- 
day in reparations and war debts, 
which brought such a prompt and 
universal upturn in securities and 
among such commodities as cotton, 
wheat and the non-ferrous metals. 

The coal strike, at first without 
noticeable effect on fuel markets, is 
spreading, materially reducing mine 
output in western Pennsylvania and 
West Virginia and making an advance 
in coke and coal prices an early pos- 
sibility. 

The plea of the carriers for higher 
rates, although not unopposed, has 
been sympathetically received by an 
unusually large proportion of indus- 
trial shippers, suggesting that part, if 
not all, of the 12 per cent advance 
asked for will be granted. An increase 
of 10 per cent, it is estimated, would 
raise steel-making costs $1 a ton, an 
increment which would doubtless stif- 
fen mill prices and sharply stimulate 
shipments prior to the effective date of 
the new rates. 

To what extent any of these factors 
will actually influence the course of 
the iron and steel market is still un- 
certain, but the very fact that im- 
ponderables have been introduced in 
an otherwise depressing situation has 
quickened the interest of the trade. 
While buyers have not abandoned their 
spirit of caution in placing orders, 
inquiries are somewhat more numer- 
ous. 
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Current Slump Less Severe 
Than 1921, Says 
Ernst & Ernst 


In view of the fact that many econo- 
mists are now comparing the present 
slump in business with that experi- 
enced in 1921, a recent compilation 
made by Ernst & Ernst, accountants, 
is very informative. The compilation, 
which embraces the financial opera- 
tions of more than 400 companies in- 
cludes the published reports for the 
first three months of the year and 
calls attention to several factors which 
make a comparison of the first quarter 
of 1931 with the first quarter of 1930 
“less gloomy than the bare facts 
would suggest.” 

In the comparison of earnings for 
the first three months of this year 
with the same period of 1930, the 
compilation includes 689 companies 
which showed an aggregate decline 
in earnings of 37.03 per cent. In 
this group were 313 industrial com- 
panies whose profits were 58.84 per 
cent less than last year; 171 rail- 
roads which showed a 39.34 per cent 
decrease in operating income; 100 
public utilities whose profits were 
4.41 per cent less and 105 telephone 
companies which showed an increase 
of 2.08 per cent in operating income. 

Dividing the industrial companies 
into twenty-five classified groups, 
twenty-three groups showed a de- 
crease, while two—aeronautics and 
coal mining—showed an increase. In 
spite of the shrinkage in earnings, 
69.33 per cent of the industrials in- 
cluded in the compilation showed an 
operating profit, while only 30.67 per 
cent showed deficits. 














“Like an old friend” 
LEPAGE’S 
GLUE 


PAGE'S 


LIQUID GLUE 





Observing its Golden 
Anniversary 


You’d probably say it was old 
enough to have whiskers, but— 


It is smoothly shaven in the sell- 
ing sense of modern packaging 
and display containers. And 
yet it retains the old “stand-by” 
characteristics that has made the 
name Le Page’s synonymous 
with glue. 


A standard, uniform product 
that is a necessity in every home 
and workshop. The only glue 
that promotes creative ideas 
through the magazines, which 
prompts the consumer to ask for 
this brand. Continuous adver- 
tising that keeps your sales roll- 
ing up—a merchandise mover. 


It’s true—Le Page’s costs a 
little more—but it gives you 
twice the profit. Any dealer 
that is in business to make 
money, can see the logic of sell- 
ing the leader in its field. Re- 
member, it isn’t what you pay 
for it—it’s the profit you make 
that counts. Have you a good 
stock on hand? 


Russia Cement Co. 


Gloucester, Mass. 




























" NEWS! 


ee Greatest Nail 
Improvement in 
Years—Quicker 
Sales—Better 
Profits—100% 
Repeat Business 


At Last! A Nail that you can 
feature with many exclusive 
selling points. A Nail that is 
entirely different—it reduces 
splitting to a minimum—it 
drives faster and easier, with 
less waste of both Nails and 
lumber. More Nails to the 
pound—it gives your cus- 
tomers more value for their 
money! 





The oval shank—an exclusive 
feature of the NEW STER- 
LING NON-SPLITZ—does 
not split the grain. The 
chisel point cuts cleanly—tio 
punching — no _ distortion. 
Thousands of. actual tests 
prove the unquestioned su- 
periority of the new 


STERLING 
GZD 
PLITZ 


TRADE MARK REGISTERED 
(PATENTED) 


PROFITS! Now you can increase your Nail 


sales—and you know that means 
greater profits for you. Your customers will be quick to 
recognize the great superiority of the new STERLING 
NON-SPLITZ—They will be quick to buy and will be sure 
to always reorder from you. 


WRITE FOR FREE SAMPLES 


They will gladly be sent upon request. Don’t pass up this 
bigger business opportunity. 
A PRODUCT OF 


Northwestern Barb Wire Company 


Since 1879 


STERLING, ILLINOIS 
(SEY A ASEAN 
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| No. 11 Jr. Chair 





Shelby Adds 
Another 
Checking 
Floor Hinge 


The Shelby 
Spring Hinge 
Co., Shelby, 
Ohio, offers 
another check- 
ing floor hinge, 
making 33 dif- 


ferent sizes 





This one is built in two sizes, Nos. 22 and 
23, for exterior and heavy interior 
doors. It has two checking devices 
and two torsion springs each oper- 
ating off one spindle. Spring in the 

af right hand end of the hinge, shown 
shane, closes the door when opened outward as the cut is 
viewed. The spring near the center of hinge operates when 
the door is moved toward you. Each has its own separate 
adjustment. 


and styles in all. 








Tucker Offers 


The Tucker Duck 
& Rubber Co., Fort 
Smith, Ark., has an- 
nounced the No. 11- 
Jr. chair. When 
folded it is 32 in. 
long and 14% in. 
wide. It is made of 
beech throughout. 
Covers of No. 11-Jr. 
are single and may 
be furnished in as- 
sorted colors, in the 
regular patterns of 
the striped canvas or 
fancy patterns, as 
illustrated. 








Metal Slitting Saws 
With Side Chip Clearance 


The Brown & Sharpe Mfg. Co., 
of Providence, R. I., has added 
to its line of cutters twenty-one 
sizes of metal slitting saws with 
side chip clearance. Saws are of 
high-speed steel, designed to les- 
sen cutter breakage. Their de- 
sign allows chips to be carried 
out of a deep slot without jam- 
ming, says the maker. Unusually 
large chip space is provided; in 
addition to the pockets at the 
sides of the teeth, the sides of 
the saws are recessed. Extra clearances reduce rubbing and 
dragging with attendant heating and jamming tendencies. 
These saws are said to make, at one cut, deep slots which 
under similar conditions would be impractical with an ordi- 
nary saw. They are made in diameters from 3 in. to 8 in. in 
a suitable range of thicknesses. The teeth of saws up to and 
including 5/32-in. thickness are made in conventional straight- 
tooth type. Saws of 3/16-in. thickness are made in staggered 
tooth type. 
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DIXON’S 
Graphite Products 


No other substance has such universal applica- 
_tion in preventing power losses as graphite 
and its products. 
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Dixon’s Flake Graphite alone, or blended with 
oil or grease, prevents friction losses by pro- 
ducing dead smooth bearing surfaces. 


And Dixon’s Graphite Seal and Pipe Joint 
Compound eliminate loss of power in genera- 
tion and transmission by making absolutely 
tight threaded and gasket joints in cylinder 
heads, pipe lines, etc. Also Dixon’s Boiler 
Graphite, which keeps boiler tubes clear and 
free of scale. 


Flake Graphite More than a 100 years of experience in over- 
Boiler Graphite coming power losses by means of graphite 
Graphite Cup Grease .- is back of every ounce of Dixon’s Graphite 
Waterproof Graphite Grease Products. 
Solid Belt Dressing Write for Bulletin 40-C 
Pipe Joint Compound 

a Joseph Dixon Crucible Company 
Graphite Seal 

(insoluble in gas or oil) Jersey City DOS New Jersey 
Graphite Motor Brushes ESTABLISHED 1827 



























Put Turnover and Profit in Your SHIELD BR AND 
Wire Sal 
— aN BIT STOCK DRILLS 


his _secctment = songs 
display rack re- 

minds customers 
of their WIRE 
needs — puts 
PROFITS in 
WIRE sales. 
Shows the _ best 
selling sizes and 
prices of soft cop- 
per, soft galvan- 
ized, soft brass 
and spring steel 
wire in handy \4 
Ib. coils. Increases 
sales soon as 
shown. Size: 36 
in. by 18 in. wide. 


SHIPPED DI- 
RECT TO DEAL- 
ERS—WE PAY 
FREIGHT. 


Complete assort- 
ment with stand 
$14.35 

Retails for $20.10. 


Cost of wire to 
dealer $13.40. 


Dealer's margin, 
96.70. 











FOR WOOD or 
METAL 











Each drill is stamped 


with our Shield Brand 
trade mark. 
e a i a 
IGOE BROTHERS 


OE BROTHEE THE STANDARD TOOL (0: 


69 Metropolitan Ave., Brooklyn, WN. Y. New York CLEVELAND Chicago 
NEW YORK HOLLIS NEWARK ASBURY PARK 


Rack shipped 
K. D. in strong es 
carton. Order @ 
NOW. 
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CRESS RAMS 


Nose 
for 
Profits 


The Wolves of Lenox, at- 

tractively packaged in plaid, 

are one certain means of 

steadily increasing hack saw 

business from your customers 
and prospects. 


Vt tt wees 


Put them to work for you. Watch 
them bring you greater and greater 
profits. 


Write for details of strong sales plan 
backing these famous hack saw blades. 


AMERICAN SAW & MFG. CO. 
Springfield Massachusetts 


























HE cutters (the lips and spurs) of all 


genuine Russell Jennings Bits are 

sharpened to a keen edge by hand, and it 

is done in a way that makes the edge hold. 

Afterwards, each bit is tested for edge and 

strength by boring it into tough hickory. 

» Then, and not until then, are they ready 
to leave the factory. 


Distributed Thru Wholesalers 
THE RUSSELL JENNINGS MFG. CO., CHESTER, CONN. 


_ Rursell Gennings 


























Gravity 
Sprinkler 
This Gravity 
Sprinkler, said to 
have twenty pur- 
poses, is offered 
by the McGill 
Gravity Sprinkler 


Co., Peoria, Ill. 
As a_— gravity 
sprinkler, liquids 


are directly over 
the openings, giv- 
ing free flow. For 
sprinkling, face 
should be turned 
down and the can 
held in one hand. It is offered in galvanized, natural or 
painted finish. Home size measures 8 x 10 in. with 2 x 8 
zinc plate, 2 handles. Capacity is 8 qt. This size has 81 
openings. Three delivereis are available: narrow flow, 114 
in. straight down, wide or 8-in. flow. Larger size for use with 
truck is available. Illustration shows two sprinklers in dif- 
ferent positions. 








Ray-O-Vac Silver oe Display 


Illustration 
shows one of 
the attractive 
counter and 
window displays 
offered by 
French Battery 
Ge:, 20 -M. 
Wacker Drive, 
Chicago, Ill., for 
displaying the 
Ray-O-Vac __ Sil- 
ver Anniversary 
flashlight, de- 
scribed in the 
June 11 issue of 
HarpwareE AGE. 
In addition to 
attractive dis- 
plays, such as 
the one _ illus- 
trated, a series of bulletins on sales ideas is offered dealers. 
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Meisselbach’s No. 75 
Sea-Line Reel 
This Meisselbach 


salt-water reel is de- 
signed for general 
light tackle fishing in 
salt water, both surf 
casting and boat fish- 
ing. The reel is 
double action with 
capacity of 300 yards 
of No. 9 cuttyhunk line. Frame, spool flanges, handle and 
all other metal parts, except gears, bearings and pinions, are 
nickel silver. Bearings are phosphor bronze, and pivots are 
nickel steel. Gears are precision-cut from brass and rust- 
proof steel. Free spool mechanism is operated by the popular 
form of lever on the front end plate. Improved automatic 
drag is controlled by the indexed tension knob on the handle. 
Retail list price is $12.50. A. F. Meisselbach Division of the 
General Industries Co., Elyria, Ohio, is the maker. 
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When There’s a Building Harvest King Grindstone 
“Going Up” Near You— For Farm Use | 


A good seller to Farmers, 
for use with Gas Engine or 
Electric Power. 






—put some of these light, all 





steel, NON-LEAKABLE hod Equipped with our stand- 
. ‘. ard high grade selected 
carriers in your window. Many CLEVELAND Grindstone 
men suffer the discomforts of — petit Oey TEL 
the old style simply because or epi ge a 
and crank and drip cup. 
they do not know of the new. Weauai te heavy angle steel 
’ . 1% inches x 1% inches x 
Here sa good opportunity—the 36 joo aaa Maa 
investment is small—the profit Attractively | finished _ in : 
excellent. Write us today for an ee eet 
i folded complete; stone : 
dias crated separately to save a 
Never Drip Steel in alt 
Mortar Hods etails at a popular price. 
ee “Cleveland” Grind 
Basoe tote on Clevelan rindstones 
pol hag Y Fir ‘ ' i , 
wager 6 & > are made in patterns for every tool grinding requiremen 
3 "soe for farm, shop and home use. Power or hand operated. 
gel gg berg Send for complete catalog and trade prices. 
1. ° 
Weight ont yi ha, The Cleveland Quarries Co. 
Ibs. g Oo Cleveland, Ohio 
THE CLEVELAND WIRE SPRING CO “ot jo 28 West Broadway, New York 


Nose Lombard & Co., Inc., Boston, Mass. 


CLEVELAND, OHIO New England Agency 




















FORSTNER 


Labor Saving 


) AUGER BIT 


SASWHIYNd ILVYLNIDNOD 


Bores Any Arc 


of a Circle Many 
New Uses 


The Forstner Auger Bit, un- 

like other bits, is guided by its 

circular rim instead of its center, 

consequently it will bore any arc of 

a circle, and can be guided in any 

direction ‘regardless of grain or knots, 

leaving a true polished surface. Takes 

the place of a chisel, gouge, scroll-saw, or 

lathe tool combined. For core boxes, fine 

and delicate patterns, veneers, screen work, 

—- fancy scroll twist columns, newels, 

ribbon molding and mortising. 

Send for Catalogue. 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 









Some of re products made by 


“ATLAS TACK 


CORPORATION 
FAIRHAVEN, MASSACHUSETTS 







ATLAS QUALITY HAS BEEN STANDARD SINCE 1810 
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The CLAWSON 
ICE SHAVER 


Simplicity—Durability—E ficiency 


Snow King (Electric) 
Model No. CIE-LB. 





Shaves ice into uniform crys- 
tal flakes. A size and style for 
every requirement. Built in 
all sizes up to 300 Ibs. per min- 
ute capacity. 


There is a customer waiting 
for just such news. Not neces- 
sary to stock up. Write us. 


Let SHAVED ICE as pro- 
duced by our machines solve 
their food-service refrigeration, 
their drink cooling problems. 








WHY NOT 
YOU SELL AND PROFIT 
THEY WILL SHAVE AND SAVE 








SOLD EXCLUSIVELY THROUGH LEGITIMATE DEALERS 


CLAWSON MACHINE CO. 


FLAGTOWN, N. J. 


PIONEER MANUFACTURERS AND INVENTORS OF ICE SHAVERS 
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Superior Brand 
Hardware Cloth 
is true to hard- 
ware cloth 
standards. 
Smooth 
wire always 
standard size. 
Woven evenly 
and thoroughly 
galvanized. 


round 


At your jobber 


G. F. Wright 
Steel & Wire Co. 


Worcester, Mass. 














American 
Fork & Hoe Co. 
Shovel Display Stand 


The American Fork & 
Hoe Co., shovel division, 
Cleveland, Ohio, offers 
dealers this _ display 
stand, having shelves of 
attractive orange  lac- 
quered steel and strong 
ash legs. Stand is 36 in. 
high and occupies space 
of 15 x 30 in. It is ar- 
ranged for five D handle 
shovels and four long 
handle models. Shelves 
will accommodate supply 
of literature on the line. 





Wheel and Runner 
Type “Skeeters” 


The Powell Pressed 
Steel Co., Hubbard, 
Ohio, makes these two 
vehicles known as 
“Skeeters” in wheel 
and runner models, 
the latter type being 
for use on snow and 
ice. Single and double 
runner type skeeters 
are offered in various weights and sizes listing from $1.50 
to $5.00, according to 
size, weight and type 
of handle. Some models 
have rigid handles, 
while others have fold- 
ing handles. All “Skeet- 
er” models of the run- 
ner type have pressed 
steel anti-skid device to 
prevent slipping of foot 
under ice and snow con- 
ditions. Finish is bright 
red. The wheel type skeeters list at prices varying from $1.50 
to $8.75. Some of the models have two wheels, while others 
have three wheels. The two better wheel models are equipped 
with roller foot brakes and parking stand. Three of the 
models are equipped with adjustable steel seat with rubber 
pad. 











U. S. Stamping Co. 
Bell Bottom Line 


The United States Stamping Company, Moundsville, W. 
Va., announces the Bell Bottom ivory ware line having many 
new features in enameled ware cooking utensils. One of the 
distinct advantages of this line is the larger heating surface 
which permits quicker cooking. The new items have been 
designed especially to meet the coming vogue in enameled 
ware cooking utensils. The line comes only in ivory, trimmed 
in very attractive light green. Pieces are triple coated, full 
seamless with gas welded trimmings. Rice boiler, lip sauce- 
pan, covered saucepan, covered kettle, seamless tea kettle, 
and seamless percolator are some of the items offered. 
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FREE~—Demonstrator 
Sets for DENISTON “led- 





sei hed’ nails. Send TODAY. 











Dealers everywhere are using these interesting exhibits to attain 
greater sales and profits. Now they can show their customers just 
why Deniston “Lead Seal’’ Roofing Nails do a better job. 

“All the lead is under the head”—and around the shank of the 
nail just where it belongs. When driven, the lead plugs and posi- 
tively seals the hole, preventing leaks, rust and deterioration. 


For Corrugated, Sheet Steel, 
Metal and Prepared Roofing 


The head won't knock off or come 
loose. The harder you drive a Den- 
iston Nail — the tighter it seals. 
Made in 14%”, 134”, 2”, 2%” and 
2%” lengths — No. 10 gauge. 
Bright or HOT GALVANIZED; also 
in pure copper. For sale by leading 
jobbers, 


THE DENISTON COMPANY 


4858 South Western Avenue 
CHiCAGO, ILLINOIS 





















































For more 
profits 
From 










Here’s the first complete 
line of bottle caps to meet 
every demand of your cus- 
tomers —and a new “trading-up” 
plan to bring you more profits. Ask 
your jobber or write for our latest 
booklet: 
“The Big Idea in the New 


Trading-up Plan.” 






HOME USE BRAND RE-LY-ON BRAND 
World’s standard cap Improved indented cap 
PYRAMID BRAND 
The Super Seal—for high pressure sealing 


CROWN CORK & SEAL CO. 


Baltimore, Maryland 
World's Largest Makers of Bottle Caps 














DEALERS! QUICK PROFITS! 
in 
“PANSAR” General Utility File 


GG 


Hf 


cl 


Obergs ‘‘Pansar’’ Brand Circular Cut Files 
will remove more metal faster. 


Invaluable for Automobile 
Body and Fender Repairing 


Made in Sweden 
Tanged se Half Round 
Flexible Blades © 4)CQOBERGSCo Half Circle 


Leading jobbers stock them, or write: 


SANDVIK SAW & TOOL CORPORATION 
107-109 Lafayette St. 740 Washington Ave., North 
New York, N. Y. Minneapolis, Minn. 





DAIRY SCALES 


Three sizes: 
40-60 and 120 Ibs. 


Our new Dairy Scales have solid brass 
etched dials with raised figures and 
graduations. They are indefaceable and 
indestructible. Very attractive. Made to 
comply with Departments of Weights and 
Measures. Patented adjustable hand for 
obtaining tare weight of empty pail. 
Order through any leading supply house. 
Specify “PELOUZE.” Send for circular. 


Pelouze Manufacturing Co. 
232-242 East Ohio Street, 
Chicago, Illinois 
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STAR Heel Plate 
Assortment on CARDS 


Dealers who have stocked these Card 
Assortments find them ready sellers. Each 
Card holds three pairs of assorted sizes 
most in demand. Packed One Dozen 
Cards to the Bundle. STAR Heel Plates 
outlast other brands, because they are 
made right. Best quality. Standard for 
over 25 years. Good Profit. Sold by 
leading jobbers. Send for samples and 
prices. 


Star Heel Plate Co. 


357-391 Wilson Ave. Newark, N. J. 



































Without Parallel 


its leadership in all forms of in- 
dustry for over ag years is without parallel in the history 
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of Sharpening Stones. When you 
want to give your customer utmost 
satisfaction be sure to sell him a 


INDIA OILSTONE 


Its unquestioned superiority on all the hard 
jobs; the ability of its tough, sharp crystals 
to fairly eat steel, and the way it stands up 
and holds its shape under most adverse conditions; all these 
put Pike India in a class by itself. Many shapes for many 
uses; choice of three grits and oil-filled to prevent glazing. 


Pike Manufacturing Co., Pike, N. H., U. S. A. v 


Here is the fastest-selling 
Patching Wood in America 


4 lb. can 
25c seller 


Bigger Profits! 
Quicker Turnover! 


Also in tubes and 1-lb. 
cans. Order from your 
jobber, or write direct. 


The 
SHEFFIELD 


Bronze Powder & Stencil Co. 


5817 Kinsman Road 
Cleveland, Ohio 























2/3 actual size 
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SUMMER SPECIAL 


A handy clothes reel that can 
be tucked in the suit case, or 
hung up anywhere. POLLY PRIM 
PORTABLE. Comes in four gay 


colors. 











Chicago Salesroom: 
1498 Merchandise Mart 


Write for complete data and price. 


FULTON LIN E 
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PATENT NOVELTY COMPANY 
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FULTON 


Node CHAIN 


A KIND FOR 
EVERY PURPOSE 


Quality chain, and it will sell 
easier with the Hodell 
Chainstore. 


ILLINOIS 





SAMSON 


——), 
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CLEVELAND 

The Chain 
Products Company 
3920 Cooper Ave. 
Cleveland, Ohio 
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Wolverine Offers 
The Tipit Game 


Tipit, offered by 
Wolverine Supply & 
Mfg. Co., Pittsburgh, 
Pa., is a game for 
adults or children. 
It has numbers on 
one side of the 
blocks and letters on 
the reverse side. Two 
dice are _ included 
with Tipit. The game 
may be played for points or for making complete words. 
Game is all metal with no sharp edges. The smaller size for 
children lists at $1.00 each, while the larger or Senior model 
for adults Jists at $2.50. Larger model has only numbers on 
the blocks and is played for points only. This model features 
a high grade mahogany colored base with wooden frame. It 
includes dice and dice cup. 








Bell Shaped Mazda Lamp 
For Festive Occasions 


The Westinghouse Lamp Co., 150 Broadway, New York 
City, announces a M-22 bell shaped Christmas tree lamp. 
Following the shape of a miniature bell, this new lamp is 
designed to burn eight in series on 115 volt circuits. It is 
produced in six colors, namely, red, green, blue, white, rose 
and yellow. List price is 10c. each. To facilitate merchan- 
dising, these lamps are packed and shipped in cartons of 
25 lamps each. When opened, the carton forms a counter 
display card. 





Montague Salt-Water Rods 


The Montague Fishkill one-piece T < 
weakfish rod has one-piece tip of 
six-strip construction made of the 
selected heat-treated brown Tonkin 
cane. Detachable butt is 18 in. long, 
with two solid cork satin-finish 
grips, the lower one being finished 
with metal end plate. Reel seat has - 
strong locking reel band. Guides ] 
and offset casting top are genuine 
agates. Reel band, ferrules, butt- 
end plate, guide and top mountings 
are of 18 per cent nickel silver= 
Overall length is 514% ft., while total | 
weight is 8 oz. Rod may also be - 
used for salmon fishing. It is 
packed in canvas partition bag and 
lists at $12. Montague offshore 
boat rod is a general utility salt- 
water rod with two joints of even 
length, made of six-strip -Tonkin 
cane. Grips are hand turned with 
zebra finish. Strong nickel plated 
reel seat has locking band, nickel 
plated rolled-welt ferrule, butt cap 
and winding check. One-piece first 
guide, one pair of one ring guides 
and large stirrup top are all 18 per 
cent nickel silver. It is packed in 
canvas bag. There are three weights 
and lengths: 5% ft. light, 6 ft. 
medium, 61% ft. heavy, listing at 
$6.00 each. Montague Rod & Reel Co., 
is the maker. 
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Montague City, Mass., 
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Gulbransen 1931 
Radio Line 

The 1931 line of Gulbransen 
radio receivers consists of one 10- 
tube console and two 7-tube 
models, in fine cabinets. The 10- 
tube model has four Vari-mu tubes 
and two pentodes in’ push-pull. 
Set is equipped with automatic 
and manual volume _ controls, 
tuning meter and power switch. One of the 7-tube models 
has 2 Vari-mu tubes, one pentode and two screen-grid tubes. 
The 7-tube console model embodies the same superhetrodyne 
chassis as the mantel receiver, and measures 40 x 211% x 14 
in. Console models list at $97.50 and $68.00, less tubes. 
Gulbransen Co., 3252 N. Chicago Ave., Chicago, IIl., is the 


maker. 








: A-C Midget 
THE Electric Lanterns 
A-C-MIDGET The A-C Midget 
electric lantern is 


made of highly pol- 
ished nickel - plated 
metal with hard black 
reinforced handle. It 
is recommended for 
railroad men, watch- 
men, motorists, farm- 
ers, campers, _ etc. 
Every part is riveted 
and brazed to stand 
the roughest treatment. Two bulbs are used, either one light- 
ing with the same switch, leaving the other for emergency. 
The maker, Honeycut Battery Corp., 411 Southwest Blvd., 
Kansas City, Mo., guarantees that it will withstand any 
weather condition. According to the maker, tests prove that 
it will burn completely submerged in water. It is small 
enough to fit into the coat pocket. Stiff and folding bail 
handles are available at the same cost of $2.50 each to the 
dealer. Suggested retail price is $4.35, complete with battery 
and bulbs. 





Air-Fed Radio 
Baseball Game 


The miniature ra- 





dio baseball set, 
made by the Air-Fed 
Mfg. Co., Quincy, 
Ill., enables the visu- 
alization of each 
play as_ broadcast 
over the radio. Score 
pads are supplied 
which enable the 


There are nine 
pegs in blue and the same number in red, representing the 


keeping of a complete score of the game. 


opposing teams. As a player is struck out, walked to base, 
etc., the peg representing him is moved on the field to the 
proper position. For balls, strikes, and hits there are holes 
and pegs for indicating the batter’s score. Summary of each 
player’s record is made on score cards. Game, which meas- 
ures 814 x 101% in., lists at $1.00. Additional score pads are 
available as well as sets of pegs. A special combination of 
6 score pads and set of numbered pegs lists at $1.00. Dealer 
discount on the miniature radio score board is 33 1/3 per cent. 
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Put 
These 
Attractive 
Boxes 
to Work 
on Your 
Counters 
and 
Sell More 
Cutlery 








The name 
R. MURPHY 
on every blade means Extra Good Value. 
increasingly popular! 
Write for prices, catalog, etc. 


ROBERT MURPHY’S SONS CO., Ayer, Mass. 








Popular prices make them 


Est. 1850 

















“Buffalo” Galvanized Hardware Grade Wire Cloth 
has a reputation for unusual wearing quality—it 
stands up under hard use. Over 60 years experi- 
ence in wire cloth manufacturing for all industrial 
and domestic purposes. Immediate shipment from 
stock on all standard sizes and grades. Information 
and prices on request. 
Write for Folder 83-B 


BUFFALO WIRE WORKS CO. 


Incorporated 
(Formerly Scheeler’s Sons, Est. 1869) 


518 Terrace Buffalo, N. Y. 






















Sells ae otis Every Test 


The heavier the job—the harder the work—the 
more the COES All-Steel Wrench proves its 
downright strength and efficiency. 


to 21”. 


Seven sizes: 6” Ask your jobber. 


BEMIS & CALL CO., Springfield, Mass. 














SPECIAL TABLE OFFER 


. 

This piiier a ic $ Think of a genuine Heller Merchandising 

2 Table for only $23.95! A new, up-to-the- 

own minute table, designed to inerease your 

sales. At this low price, you can afford 

to equip your store with tables. Easy 

menthly payments make it possible to pay 

for them out of income they bring you. 

Full size—7 ft. x 30% inches. Height 

Beautifully finished in medium 
is 


ing Table only........ 
jag al ‘Serger r 
or fow 








sieee oak. an 
offer is good for 
summer months F R E E ! 
only, se hurry! Six Merchandis- 


ing setups fur- 


You may never 
nished free with 


have another 
chance to buy 
genuine Heller 
equipment at so 
low a price. 

SSS SSB SF SS SSS SSS SSF SSS SSS SF BSS Seana 


SEND THIS’ W. C. HELLER & CO., Montpelier, O. 
Please ship ........ No. 27” tables as advertised. 
COUPON 


Send complete information on your special summer 
offer on No. 27 tables 


7A SIGN NAME AND ADDRESS IN MARGIN 


u 
price of table. 
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Red Devil means 
Glass Insurance 


“LANDON P. SMITH, INC. 


1165 SPRINGFIELD AVENUE, IRVINGTON, N.J.,U.S.A. 











The Fastest Selling 


Curtain Novelties 


Every woman who sees the new 
brilliantly colored, glass 


Moore Decorative Fasteners 


for Curtains, Tie-backs, Draperies, 
Tapestries, etc., wants a supply for 
her home. 


Mounted 2 on a block, cello- 
phane wrapped. or large size, 1 
on a block. Packed 48 blocks 
to a carton. 

Ask your Jobber today. 


MOORE PUSH-PIN CO. 
Wayne Junction, Philadelphia, Pa. 




















ALL STEEL 


has become a 
clinching argument 
in the sale of wrenches 


[NX these days when strength and safety are 
being so much discussed, many a hardware 
dealer has found it easy tosell Trimo wrenches 
on the single point of All-Steel construction. 
There are no weak spots, no danger points— 
TRIMO is the safest, strongest pipe wrench. 


all steel TRIMO pipe wrench 
Trimont Mfg. Co., Roxbury (Boston), Mass. 
Makers of TRICROME Silvered CUTTER WHEELS 

















ie Ke) 


laminated padlocks are 
NOT sold to any chain 


store or mail order house 
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Coming Hardware 
Conventions 


AMERICAN HARDWARE MANUFACTURERS ASSOCIATION 
CONVENTION, New Palmer House, Chicago, IIl., Oct. 19, 20, 
21, 22, 1931. Charles F. Rockwell, secretary-treasurer, 
342 Madison Avenue, New York City. 


Iowa RetTatL HarDwaRE ASSOCIATION CONVENTION AND 
EXHIBITION, Des Moines, Feb..9, 10, 11, 12, 1932. Con- 
vention sessions will be held at the Hotel Savery, and the 
hardware exhibit at the Des Moines Coliseum. Philip R. 
Jacobson, secretary, lowa Hardware Building, Mason City. 


MicHIcAN Retait HARDWARE ASSOCIATION CONVENTION 
AND ExHIBITION, Detroit, Feb. 2, 3, 4, 5, 1932. Secretary’s 
Office, Marine City. 


Minnesota RetatL HARDWARE ASSOCIATION CONVEN- 
TION, New Auditorium, St. Paul, Jan. 26, 27, 28, 29, 1932. 
Chas. H. Casey, manager-treasurer, 2344 Nicollet Ave., 
Minneapolis. 


NATIONAL HARDWARE ASSOCIATION CONVENTION, New 
Palmer House, Chicago, IIl., Oct. 19, 20, 21, 22, 1931. 
George A. Fernley, secretary-treasurer, 505 Arch St., 
Philadelphia, Pa. 


New ENGLAND Reta, HARDWARE DEALERS ASSOCIATION 
CONVENTION AND ExuIBITION, Mechanics Building, Boston, 
March 2, 3, 4, 1932. Convention, Paul Revere Hall; Ex- 
hibition, Machinery Hall. Headquarters, Hotel Statler, 
George A. Fiel, secretary, 140 Federal St., Room 225, 
Boston, Mass. 


NortH Dakota Retatt Harpware AssociaTIon Con- 
VENTION AND Exusition, Feb. 10, 11, 12, 1932. Place 
of meeting to be decided later. C. N. Barnes, secretary, 
Grand Forks. 


SoutH Dakota RetatL HarpwareE AssociaTIon Con- 
VENTION, Sioux Falls, Feb. 2, 3, 4, 1932. Chas. H. Casey, 
2344 Nicollet Ave., Minneapolis, 


manager-treasurer, 


Minn. 
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_Prevents Doors Banging! 


This strong, de- Better Hardware for Screen and 
pendable holder Storm Doors and Windows, 
solves the problem bi a 
of bent fenders and 
broken head - 
lights. Easily 


turned up or 
RENN 
(LQUALITY | 
hed f) 


down by 
PHENIX MFG. Co.s¢ 


hand or with 
foot. Locks 
1122 East Center St. 
MILWAUKEE, WISCONSIN ~> 





Hehe 
SAMSON CORDAGE WORKS 


BOSTON, MASS. 


Yate) « a O10). 9D) 


SAMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality for its particular use. 






= 
ee 











“There IS a Difference in Sash Cord’’ 
OTHER BRAIDED CORDS:* COTTON TWINES 
























Send for catalogue, samples and selling information 


















YERS Cree 


matically. 


MODERNIZE STORE METHODS 


To provide adequate storage facilities for shelf steck—te 
make it accessible and convenient for clerks and stock men 
to handle with absolute safety—to Insure quick service for 
wholesale or retail trade—instali one or more 
MYERS NOISELESS CUSHION TIRE STORE LADDERS. 
Deep tread steps, full length hand grips, rubber tires, over- 
head track system, firm construction throughout, eliminate vibra- 
+ ge — and xr k. ee of oy a. ™~ 
safety, convenience a eMiciency. ne on o 
design—attractively finished—any height—easily Tnstalied — 
meets most requirements. Circular on request. 


ME FE MYERS & BRO.Cco. 


ASHLAND, OHIO. 
PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 


f\ 





























Tools soe, Tools 
in eCAROLUS: in >=] . x 


Six ~< Y Three 
The Soldering 


Sizes Ca Styles 
Paste that has 


If you want Good Tools look for this Trade Mark. The Z ¥ 
tool steel Jaws are firmly clamped between steel Plates. Scien- satis fi ed cus- 
tific Leverage allows tremendous cutting power without great 
tomers for over 
23 years. 





muscular effort. Adjustment of cutting Jaws provided for 
by two Set Screws closely duplicated by other manufacturers. 
These Tools are Handy, Time Savers and Money Makers. 


If your Jobber cannot supply you, write us for Literature Sample free 





and Prices. 
CAROLUS MFG. CO. Sterling, Ill. 
Sales Representatives—Surpless, Dunn & — BURNLEY BATTERY & MFG. co. 


NEW YORK, CHICAGO NORTH EAST, PENN. 
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Hundreds of Orders like this. 
Good Margin, Big Profits 


tool grinders and vises are 
NOT sold to any chain 


store or mail order house 























CLASSIFIED ADVERTISING 
RATES 


Advertisements from unemployed 
accepted free of charge; inserted 


Accounts Wanted” 


Pesitions Wanted and Help Wanted adver- 
tisements at Special Rate of ene cent a 
werd, minimum fifty cents per insertion. 











Use the “Classified Opportunities Section” to Reach Hardware Manufacturers 


Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 
THE FOLLOWING RATES 


apply to “Business Opportunities,” “Sales 
and “Sales Representa- 
tives Wanted” advertisements. 





in two consecutive weekly issues. Set Solid, Minimum of 5 lines... ...$3.00 net apely on Peshien Wanted er Mdlp 
Box number address may be used. Each additional line............ .60 Wanted Advertisements. 

All replies will be forwarded by us All Capitals, Minimum of 5 lines.... 4.00 HHARDWAREAGE is published each Thursday. 
post paid. Each additional line............ .80 Forms close Nine Days previeus te date of 


Average 10 werds to a line 
Allew One Lime for Keyed Address 


Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc.; requiring more than ordinary reforwarding postage should not 
be addressed to box numbers 


BOXED DISPLAY RATES 
D Bet 06 v0s dBocwnsccbecscséscccuee 
Each additienal inch........++-+-+- 400 
Discounts fer Classified Advertising 
4 insertions, 10% off, 8 imsertiens, 15% off. 
Due to the special rate, these discounts de 





publication. 
Address your advertisements and replies te 
HARDWARE AGE, Classified Oppertunitiecs, 
239 West 39th St., New York City. 














POSITIONS WANTED 


HELP WANTED 








YOUNG married man, 28, with 12 years’ experience in buying and 
selling, desires opportunity as buyer or assistant buyer with progressive 
jobber or Mail order concern. Large department stores will be considered 
if. advancement is offered. Reasonable salary to start. Will go anywhere. 
Excellent references furnished on request. Address Box J-364, care of 
Harpware AcE, New York City. 





POSITION WANTED by an experienced Hardware and Supply man, 
having sold the wholesale, retail and department store trade in New York 
State and part of Pennsylvania; also a thorough knowledge of the Hotel, 
Restaurant and Public Institution equipment lines in buying, selling and 
laying out kitchens and dining rooms complete. Address Box J-366, care 
of Harpware Ace, New York City. 





SALESMAN, thirty-four years’ experience in the builders’ hardware 
trade for a manufacturer in Ohio, West Virginia and Pennsylvania. 
Single, sober and a hard worker, can furnish first class references, avail- 
able at once. Address Box J-367, care of Harpware AcE, New York City. 





YOUNG MAN, 27, college education, thoroughly experienced in hard- 
ware and housefurnishings. Six years as salesman in the metropolitan 
area and four years with leading New York department store as assistant 
buyer of hardware. Wishes to make connection with view ‘to future. 
Address Box J-318, care of Harpware Ace, New York City. 





HARDWARE MAN—Desires change, 17 years’ experience in general 
hardware, store management, builders’ hardware, mill supplies, single, 
34 years of age, excellent references, salary secondary to opportunity. 
Address Box J-369, care of HAarpware AGE, New York City. 





HARDWARE MAN of twenty years’ experience in wholesale and re- 
tail hardware business, also sporting goods, paint and supplies. Forty 
years of age, single, sober and industrious. Capable of taking charge and 
handling men, desires change. Can furnish first-class references. Middle 
West or South preferred. Address Box I-983, care of HARDWARE AGE, 
New York City. 





PURCHASING AGENT, age 31, single, seven years’ experience in 
purchasing field desires connection with manufacturer. Address Box 
J-357, care of Harpware Ace, New York City. 





SALESMAN—Experienced Hardware Salesman wants position selling 
hardware or kindred lines or a g hardware specialty in territory 
tributary to St. Louis. Have established trade, clean record, and A-1 
reference. Address Box J-358, care of Harpware AcE, New York City 





ILLINOIS CAPABLE SALES REPRESENTATIVE of responsibility, 
fifteen years’ successful commercial sales experience, seeks representation 
for Illinois territory of a responsible manufacturer of high grade mer- 
chandising products offering repeat sales possibilities, suitable for Depart- 
ment Stores, Hardware, Furniture, Electric Stores. Commission basis or 
as manufacturers representative. Address Box J-307, care of HarDWARE 
Ace, New York City. 





SALESMAN—14 years’ experience in the retail hardware business 
and all its branches desires permanent connection with reliable firm in 
New York State, willing and conscientious worker, best of reference. 
Address Box J-360, care of Harpware Ace, New York City. 





CATALOG COMPILER available now. Has background of successful 
accomplishments in compilation of Hardware Catalogs and mana: ent 
of advertising and catalog departments of hardware jobber. ighest 
references. Address Box J-362, care of Harpware Ace, New York City. 
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RETAIL HARDWARE MAN having executive ability, experienced in 
Apartment House Supply Line, Paints, Tools, Electrical and Plumbing 
Supplies. Good opportunity for party having connections with New York 
City Real Estate Concerns and Property Owners. Write stating age, 
experience and salary. Address Box J-361, care of HARDWARE AGE, 
New York City. 





SALES REPRESENTATIVES WANTED 


ROPE SALESMAN WANTED. B 
lb. basis. Fast selling side line, five per cent commission. 
Company, 82 South Street, New York City. 





100 per cent pure Manila rope, 14c. 
i United Fibre 





SALESMEN calling on wholesale hardware and Sporting Goods Jobbers 
to handle Pitching Shoes on a commission basis. Address Box J-346, care 
of Harpware Acz, New York City. 





SALESMEN WANTED—To sell Malleable Fittings, pipe nipples, pipe 
couplings, unions and brass goods at 74% commission on direct or re- 
peating orders. Write for full details. CINCINNATI NIPPLE & MFG. 
CO., 1557-69 Gest St., Cincinnati, Ohio. 





WANTED-—Salesmen calling on retail hardware and Automobile Acces- 
sory trade, to sell on commission, an additional line of new and improved 
small tools, made by a manufacturer who has had a world-wide reputation 
for making similar tools. Address Box J-356, car of Harpware AGE, 
New York City. 





Hack Saw Blades. Exclusive 


WANTED—Salesmen for high grade 
Address Box J-365, 


territories. Attractive prices. Liberal commission. 
care of Harpware AGE, New York City. 





SALESMAN, familiar with Atlantic Seaboard jobbers and industrial 
wire cloth trade. State experience and salary expected. Address Box 
J-363, care of Harpware Ace, New York City. 





SALES ACCOUNTS WANTED 





MANUFACTURERS’ SELLING AGENT, 
hardware, housefurnishing and department store trade, 
additional line for Pennsylvania, New York and New England. 
Box J-368, care of Harpware AGE, New York City. 


selling to the wholesale 
can handle an 
Address 





BUSINESS OPPORTUNITIES 








4 
ACUUM cleaner armatures rewound 
$2.25 each. Lots of 6 or more 10% 

discount. Washing machine motors rewound 

$4.25 each. Complete replacement parts for 
all makes of vacuum cleaners. Vacuum 
cleaners thoroughly rebuilt $5.00 and up. 

Send for free illustrated folder. Seventeen 

years experience. 


RE-NEW SWEEPER CO. 
3513 GRATIOT AVE., DETROIT, MICHIGAN 
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INDEX TO ADVERTISERS 




















THE ADVERTISERS INDEX is published as a convenience and not as a part of the advertising contract. 
made for errors or failure to insert. 


No allowance will be 


Every 


care will be taken to index correctly. 
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Wooster Brush Sieg Ehime e wee aa 
Worthington Co., George......-- 20 
Wright Steel & wite on. G. F..106 
Wrought Washer Co........-++- — 
Y 
Yale & Towne Mfg. Co......... 23 
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TO HELP YOU OVER THE HILL...PYREX STEPS ON THE GAS 








9,511,283 INCREASE 


in advertising circulation 


ACCELERATES 1931 ss 
Pyrex Ovenware SALES GL 
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DDITIONAL help just when you 
want it... additional advertis- 
ing that keeps old customers buying 
—sends new customers to you. 
Where 6 national magazines car- 
ried PYREX advertising in 1930— 
9 do the job this year. Last year’s 
combined magazine circulation was 
10,049,337. This year it is 13,557,020 
—an increase of 3,507,683! 
And that’s not all! The American 
Weekly—Sunday Supplement of 17 
newspapers now Carries Pyrex Oven- 
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ware advertising. Another 6,003,600 
additional circulation... Grand total 
circulation increase this year over last 
—9,511,283! 


This increased Pyrex Ovenware 
advertising is proving right now that 
business is good if you go after it the 


right way. Corning Glass Works is 
backing you up with increased ad- 
vertising. You profit most when you 
do your share by displaying PYREX 
Ovenware prominently in your win- 


dows and on your counters. 
“PYREX” is the trade-mark which indicates 
manufacture by Corning Glass Works. 


PYREX ovenware 


CORNING GLASS WORKS, CORNING, NEW YORK 








HARDWARE AGE 












CLEMENTS MFG. CO., 14B Clements Bldg., 
6650 So. Narragansett Avenue, Chicago. 






Gentlemen: You may send (without obligation) complete information on your 
“Cooperating Dealer’ sales plan which is doubling hardware dealers’ vacuum 
cleaner store sales. Tell me about the ‘“‘stand-demonstrator,” window cards, 
personalized mailings with name of my store, salesmanship course for hardware 
store salesmen, folders for enclosures, etc. 
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vacuum cleaner 


store sales....... 
.... this NEW way 



















: HIS “stand-demonstrator” solves 
a your store demonstration prob- 
4 lem. Cleaner, held inverted, shows 
revolving brush action and many other 
interesting advantages. 
A small rug placed over nozzle re- 
veals the “air-cushion” and customers wd 
see and feel the light pulsations of Sd 
the brush. Soda placed upon rug is 
quickly drawn thru. Cleaner may be 
removed fer floor demonstration. 


A Sales Plan ..... 


for Clements Cooperating Dealers 


Clements “Cooperating Dealers” are enjoying increased vacuum cleaner 
sales. We are cooperating with our dealers to help them make customer 
sales. Their vacuum cleaners are now a fast moving item. 

The sales plan for hardware stores is built around a “stand-demonstrator” 
which affords effective store demonstration on about a 15 inch square floor 
space and also serves as a permanent dramatic display. The Clements plan 
also furnishes a salesmanship course for store salesmen, attractive window 
cards, folders for store distribution, mats for your ads, circulars for enclo- 
sures, personalized mailings with your name, etc., at no cost to dealer. 

Then, too, the Clements sells easily because of the many patented ex- 
clusive features. Attachments sanitize, deodorize, and repel moths as well 
as clean. 

The Clements Mfg. Co. made the first vacuum cleaner 20 years ago and 
the new popularly priced Clements sells rapidly. Mail coupon today for 
complete data about the Clements and the sales doubling sales plan. 
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MAIL COUPON [ODAY 
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CUTLERY 


‘Nowe BervreR MADE” 




















Made Made 
Of In The 
Highest Old Style 
Grade Full 
Forged Quality 
Steel Way 
Expertly By 
Sharpened Workmen 
And Of 
Honed Many 
Ready Years 
For Use Experience 




















ro) 








OUR STOCK OF CUTLERY IS COMPLETE | 
ASK OUR SALESMAN TO SHOW YOU OUR FULL LINE 














Shapleigh National Series No. 1724 


HARDWARE AGE 












